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LEARN WHY THESE PACKAGES 





REVERE 
COLDEN BROWN 


SUGAR «.- 


REVERE 
DARK BROWN 
SUGAR i 





FOR INSTANCE: Your wife will tell you that powdered 
and brown sugars are often dry, hard and lumpy. But when a 
customer opens this package she finds the sugar soft, mellow, 
fresh. The metal container with locking cover and drumhead 
seal keeps moisture OUT. Women like the canister-convenience, 
too. They prefer this package, even at a premium. It may cost 


less than you think. 


NOTE KEY AND TONGUE 


They're twin symbols of sales suc- 
cess; (1) quality hermetically protect- 
ed against action of air and light, 
(2) simple key-opening ease. Many 
another product can win greater pop- 
ularity and profits the same way. Do 


you know the moderate cost? 





SHULD SALLS 











Here are three products that win re- 
peat sales ... and consumer boosts. 
Why? When their packages are 
opened, the contents are fresh. 
Read about these examples that 
illustrate profit-building advan- 
tages of modernized containers. 


THE OLD AND THE NEW 


The tight ring-sealed, modern Canco container LOCKS IN 


the original, fresh quality. No absorption, no drying out. 
Every last bit of the product is delicious, free from foreign 
odors. The trade welcomed the improvement, and tonnage 


jumped 35%. Want cost information? 





Tell us what your product is and we'll gladly send specific 
sales-building ideas and cost information. Address Dept. MP-6 


AMERICAN CAN COMPANY 


230 PARK AVENUE, NEW YORK CITY 


WORLD'S LARGEST MANUFACTURER OF METAL AND FIBRE CONTAINERS 











-OR BEACH-OR BOUDOIR 


%& %& ¥& In the boudoir, where packages stand upright on the 
dressing table, most any cap or cork will provide a_ satisfactory 
enough cover for liquid products ... but on the beach, where pack- 
ages are tossed around in the sand, it’s something else again > » » Depend 


upon Phoenix Metal Caps to effectively seal and reseal your products 


BOUDOTIR 


under any and all conditions ... the unusual as well as the usual. 





PHOENIA METAL CAP €.Gh 


2444 W. SIXTEENTH ST.. CHICAGO ®# 3720 FOURTEENTH AVE., BROOKLYN 
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VOLUME 10 


NEXT MONTH 


What's wrong with hardware packaging? 
Modern Packaging’s Institute of Package 
Research will present the first half of 
its survey of the hardware industry 
next month—a survey that examined 
over fourteen thousand hardware items, 
over five thousand packages, interviewed 
hundreds upon hundreds of retailers, 
jobbers, manufacturers. And it not 
only shows what's wrong, but shows 
how leading designers would correct 
these weaknesses. The second half 
with particular emphasis on hardware 
displays—will appear in August. 
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THE ANSWER TO 3 PROBLEMS 


or 


LIFE SAVERS 


1.—MOISTURE-PROOFING 2.—EASY OPENING 


OR years Life Saver Fruit Drops have been one of 
the most widely distributed confections in America. 
Sut, prior to 1933, they could not be marketed in certain 
parts of the country during the hot, humid months. The 
atmospheric moisture soaked through the wrapping .. . 


crystallizing the drops ... making them unsightly and 
unpalatable. 


In addition, the old machines were too slow to take 
care of rapidly increasing sales. 
But the Redington Engineering Staff solved both of 


these problems . . . with a tightly sealed package that is 
moisture-proof ... wrapped on Redington Machines that 


are three times as fast as the old type. The package was 


3.—HIGH SPEED WRAPPING 


too tight, however, to open without trouble and annoy- 
ance. Again Redington met the situation with a clever 
little idea: the Easy Opening Tape, applied automatically 
on the same machine. 

So well did the first Redington Wrapping Machine do 
its job that more were soon installed (we wish we could 
tell you just how many!). Today all Life Savers with the 
Easy Opening Tape are wrapped on Redingtons—and sev- 
eral more machines are being built. 

Look to Redington for help, too. Take advantage of 
40 years of experience in building machines . . . for auto- 
matic cartoning, carton sealing, wrapping or Cellophane 
wrapping. Write—-without obligation. 








One of many types of 
REDINGTON 
Wrapping Machines 


This is one of the many Wrapping Machines which have 
proved so effective in the Life Savers plant...and the 
mechanism for applying the Easy Opening Tape is only one 
of its many features. 


We make many other types of Wrapping Machines for 
such nationally famous packages as Dentyne Chewing 
Gum (hermetically sealed and with the Easy Opening 
Tape). ..Cellophane wrapped Chiclets...DuPont’s Black 
Powder Pellets (for coal mine blasting). ..Junket (double 
wax wrapped to prevent moisture penetration). ..Eastman 
Kodak Film (also sealed to prevent moisture penetration.) 
























for CARTONING e CELLOPHANE WRAPPING e CARTON SEALING 



















A MILE-LONG 


CAA 
Laboratory 








In this giant mill the protection problems of scores 


of industries have found their answers. First we 






take your product into our products research 






laboratory where we find out what is needed. 






Then we take it into the paper mill and 






tailor-make a paper to fit that need. 






KVP sells protection first, paper 






second. 






We invite you to make use of our 






unusual facilities for finding 






and making the right paper 






for difficult protection 






problems. 






” FOOD PROTECTION 


PAPEHG 


KALAMAZOO VEGETABLE PARCHMENT COMPANY 
PARCHMENT (KALAMAZOO P. 0.) MICHIGAN 
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RICE FIGGe 


BOX PAPER 


























The latest thing out for an unusual box covering. 





Send for sample sheets in various color effects now 
ready for mailing and have your box maker try out 
this 1937 covering on your new box or fancy con- 
tainer. The eye of the public is always seeking 


something new and fascinating--why not a RICE 


FIBER Paper Covered Box. 


HAMPDEN GLAZED PAPER AND CARD COMPANY 


Holyoke, Massachusetts 





SALES REPRESENTATIVES 


New York, N. Y. Chicago, Ill. San Francisco, Calif. Philadelphia, Pa. 

60 East 42nd St. 500 So. Peoria St. 420 Market St. 412 Bourse B'ld'g. 
Toronto, Canada Dallas, Texas Seattle, Wash. Dillard Paper Co., Inc. 

137 Wellington St. West 3414 Potomac St. 1203 Western Ave. Greensboro, N. C. 





Fred'k. Johnson & Co., Limited - 234, Upper Thames Street - London E. C. 4 England 
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PIENEAOIDS NEW 


HAIR TONIC CARTONS 


FASHIONED FROM 


H.C.IM]. 


CLAY-COATED BOARD 


SALES WINNERS De lune 


Quality and distinction are reflected in every detail of these new 
cartons created for The House of Pinaud. See the die-cut front panel . . 
the ingenious long top-tuck flap showing through . . the special display 
feature of each package! Picture them in mass or individual display. 
On counters. In windows. Lined up on shelves. Preferred display 
positions are inevitable! Fast, profitable salesare assured. * ACM CLAY 
COATED BOARD forms the perfect foundation for these superb pack- 
ages. Smooth; tough and rigid; gleaming white! . . the one ideal 
printing surface for radiant color work. Varnish adds flashing bril- 
liance . . a protective coat against dust and finger stain. * Do YOU 
need a package .. a Sales Winner DeLuxe? Present your problems 
to ACM .. world’s largest producers of clay coated board and clay 
coated cartons. Let our master designers create a sales-getting new 
package for you. Call in your nearest ACM representative or write today! 


AMERICAN COATING MILLS, INC. 
Vain Office and Want a Clhhart. Tudiana 


CHICAGO OFFICE « WRIGLEY BUILDING NA en OO a Gan © oil ol Gul a 7 ae oS OO 0 ol 
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CONTAINER 


Wake Up and SELL! @ You're in a slump while SALES 


are on parade! @ It's time to Dress you up with fresh design and 
color lithographing - to make you more convenient in consumer 
hands. @ Make a SHOW of your product! Bring it FRONT - where 
people SEE and BUY! 





a startling EVENT! 


NATIONAL 


NATIONAL CAN CORPORATION - EXECUTIVE OFFICES - 110E. 42nd ST., NEW YORK 
SUBSIDIARY OF McKEESPORT TIN PLATE CORPORATION 
Sales Offices and Plants @ New York City « Baltimore « Maspeth, N. Y. « Chicago « Boston « Detroit « Hamilton, Ohio 


\“ “DD 


NATIONAL Lh ; / Make the PACKAGE 
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“It surprises me and irritates 
housewives to find excellent 
food products with hard- 


to-open seals. Make it easy!” 


ASSOCIATE EDITOR 
DELINEATOR 


a Applied with 





Kditor after editor of women’s magazines complains 










that too many seals are hard to open. You can be 





2. Removed by 
simply pulling down 






certain they know whereof they speak. 


Remove this obstacle to sales by using the Goldy 






Tumbler Seal which no woman finds hard to open. 







She needs no tool, just a thumb and forefinger, to take 





3. With locking 
band removed, in- 
ner seoling disc lifts 
right off. 


it off. Yet the product is sealed as securely as with any 






closure you can use. Even vacuum-sealed. ALUMINUM 






SEAL COMPANY, Dept. P-6. New Kensington, Pa. 














CO)) REG. U. S. PAT. OFF. 
j 


JECO SEALS AND SEALING MACHINES 


and the handsome 


This is the Goldy Reclosure Seal, next the small Goldy, the easy-opening “R-O”’, Alseco Foil Capsule. 
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Making It Easy for the Consumer to Buy 
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Cakes of Delicious Quality and Appetizing Appeal 
Moistureproof SYLPHRAP-SYLVANIA CELLOPHANE 


Solves the problem of retaining their freshness and flavor, and gives them 
Dramatic Display. {SYLPHRAP is “Quality'’s Best Attire’ for all Baked Goods. 


MANUFACTURED BY 








SYLVANIA INDUSTRIAL GORPORATION 





BRANCH SALES OFFICES 
427 West Randolph Street, Chicago, Il. 
120 Marietta Street, Atlanta, Ga. 
809 Santa Fe Building, Dallas, Tex. 
201 Devonshire Street, Boston, Mass. 
260 South Broad Street, Philadelphia, Pa. 


QUALITY'S BEST ATTIRE 
(raove woes nes 0 sar 050) 


indBtreet, New York 
PACIFIC COAST 
Blake, Moflitt & Towne 
Ollices and Warehouses in Principal Cities 
CANADA 


Victoria Paper and Twine Co., Ltd. 
Foronto and Montreal 
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Packaging and wrapping ma- 

chines shown thru courtesy 

Cartoning Machinery 
orp. 


The Secret of Better Cartons and Faster Cartoning 


Specify 
AIR-CONDITIONED 


SCAG VECC 


CLAY-COATED BOARD 


There is more to choosing a carton board than just saying clay-coated. Clay-coated boards, as a 
class, are the whitest and finest carton boards you can get. 

But, there is now one grade of clay-coated that stands out above all the rest. It’s made in a 
special mill, completely air-conditioned according to new high standards. A\nd it is the first com- 
pletely air-conditioned board, with a constant moisture content and a degree of uniformity hitherto 
unobtainable. It folds better . . . prints better . . . wears better and works better. 

It's worth looking into, this new Eddy Paper Corporation product. Send for samples and com- 
plete details today. 


THE EDDY PAPER CORPORATION 


General Offices and Plant: White Pigeon, Mich. 
Chicago: Palmolive Building New York: Postum Building 


We Do Not Manufacture Folding Cartons 
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ERE’S just one sample of how an up-to- 


the-minute manufacturer can capitalize on 
Durez to improve his packages, give them new 


beauty, new utility. 


One of the big trends today is toward the open- 
front prescription booth, which naturally puts a 
premium on the appearance of chemical containers. 
So Squibb redesigned their bottles and capped them 
with lustrous Durez closures that will look sleek 
and beautiful as long as they may be in use. Corro- 
sive fumes and hard wear can never dull the finish. 
And these Durez closures have other major advan- 
tages. They're immune to some 1500 chemicals, 
provide an air-tight seal, yet never stick. And the 
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TO KEEP AHEAD OF 
MODERN DRUG TRENDS 


Squzbb 
yedestgns with Durex 


Develops new line of chemical 
containers especially for open- 
front prescription departments. 


Squibb trade-mark is molded right into the cap for 
permanent identity. 

No matter what you package, it will pay you to 
investigate Durez. With Durez you can create smart, 
distinctive packages that stand out and do a real 
selling job. Let us send you sample jars, closures, 
boxes .. . and ‘Packaging News”’ free each month. 
General Plastics Inc., 126 Walck Road, North 
Tonawanda, New York. 


General Plastics’ 


DUREZ 


Molding Compounds 
















Like the star batter on a pennant- 
winning team, the Kimble Glass Vial 
brings in victory after victory in the 
game of modern selling and mer- 
chandising. 

The manufacturer who wants to 
package or sample his products suc- 
cessfully to a critical public—the 
packer who wants quick national 
popularity and profits—gets the best 
“clean-up men” when he selects 
Kimble Vials to carry the burden of 
winning new and continuous users. 

Kimble has been in the lead in 
modern packaging—anticipated the 
desires of particular shoppers— by 
producing small, easy-to-carry crystal 
vials strong enough to transport 
powders, salts, pills, liquids, oils and 
chemicals to those who consume 
them daily 

Kimble Glass Vials are carefully 
annealed and are strain-free. They 
lend themselves to colorful labelling 
and closure designs. They are avail- 
able for Droppers, Applicators, Screw 
Caps, Slip Caps, Goldy Seals, Re- 
Seal-It Caps, Shaker Tops and scores 
of other special applications. 

Simplify your sampling and pack- 
aging—and assure success—by con- 
sulting Kimble FIRST! 











© @« © he Visible Guarantee of Invisible Quality + « «+ 


KIMBLE GLASS COMPANY ...-- VINELAND, N. J. 


NEW YORK*e* CHICAGO *?*+> PHILADELPHIAs*s DETROIT**> BOSTON 
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A complete survey of Hardware Packaging . . . 
page after page of charts, text and pictures 
showing what's wrong with this “backward” 
field... and why. Tabulated interviews with 
hundreds of retailers, jobbers, manufacturers. 


Facts, facts, facts of vital interest to all packagers. 











Ni E x T Mi N T lal N A portfolio of Package Redesigns . . . in which 
| q fifteen leading designers have cooperated in 


re-planning existing hardware packages for 


M 0 D E R N P A C K A ( | N G lower costs, greater sales power, better display, 
greater dealer convenience, easier shipment, 


Ctc., Che. 











A ten-page Symposium on Stainless Steels for 
Package Machinery .. . written by a group of 
experts on the subject of corrosion safeguards 


. and definitely authoritative. 











Plus... numerous other articles on Packaging, Display and Machinery 
Plus... Package and Display Pictorial Gallerys 
Plus... All of Modern Packaging’s regular departments 


P.S. Make sure of your copy of the July issue and of the next twelve, chock-full-of- 
important -news issues of Modern Packaging. Use the subscription card bound {in 
this issue. No postage necessary. 


MODERN PACKAGING 


425 FOURTH AVENUE, NEW YORK N. Y. 
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**U-S” Cartons do a two-fold job: 


(1) They help smooth-flowing production 
because they are built with a thorough 
understanding of modern packaging 
processes; they are uniform and ac- 


curate in size and color. 


(2) They help sales because they are in- 
telligently designed for commanding 
visibility and buyer appeal. They are 
based on an intimate knowledge of 
consumer buying habits. 


For over forty years, “U-S” has served 
the Peters Cartridge Division of Remington 
Arms Company, Inc. Requiring varying 
quantities of many sizes and styles, their 
problem is one which “U-S” is specially 
geared to handle. The Peters organization 
naturally turned to “U-S” when developing 


cartons for their ‘SFILMKOTE?”’ line. 


* AMERICAN LITHOGRAPHIC DIVISION 


HOME OFFICE: CINCINNATI, 312 BEECH STREET 


SALES AND SERVICE OFFICES: 
ATLANTA CINCINNATI LOS ANGELES PHILADELPHIA 


DONALDSON LITHOGRAPHING DIVISION 

ERIE LITHOGRAPHING & PRINTING DIVISION 
PALMER ADVERTISING SERVICE DIVISION 

W. F. POWERS DIVISION 

THEO. A. SCHMIDT LITHOGRAPHING DIVISION 


rol ‘ORE CLEVELAND KANSAS CITY PITTSBURGH 

BROON DETROIT MILWAUKEE SAN FRANCISCO 

BUFF: LYN (Dearborn Station) MINNEAPOLIS SEATTLE 

CHIC ° ERIE, PA. NEWPORT, KY. ST. CHARLES, ILL. 
“SO INDIANAPOLIS NEW YORK ST. LOUIS 


+ + +  € 9 





ATLANTIC LITHOGRAPHIC & PRINTING DIVISION 


















| CONSUMERS WANT THEIR 


MAYONNAISE /Q /, 




























Here are caps designed especially for the sealing of 
mayonnaise. Because they are hermetic seals, they pre- 
vent in and out motion of air incident to temperature 
changes. They also permit jars to be filled right to the 
top ... there is no need for head space. 






EQUALLY EFFECTIVE FOR SALAD 
DRESSINGS, CONDIMENTS, RELISHES Sealing is by means of a special CCS rubber composition 


liner, developed for mayonnaise and similar products. 
This liner is compounded with a lubricant which assures 
easy removal and perfect re-sealing as often as desired. 


Dependable freshness and full jars mean pleased cus- 
tomers and greater preference for your brand. That is 
why CCS Mayonnaise Caps are a valuable aid to in- 
creased sales. Samples and prices are yours for the 
asking. Write for them today. 

CROWN CORK AND SEAL COMPANY 


BALTIMORE, MARYLAND 
World’s Largest Makers of Closures for Glass Containers 





Ccs MAYONNAISE CAPS WiIitTtH THE SR 27 LINER 
ARE AVAILABLE 1 N LUG, Gc. ¥, OR MASON TVPeE 
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y "YES... 
| Suppose | Will Have 


to Pay More For Boxes 


| lf | Want 
\ QUALITY” 


































BUT ... and this is the biggest BUT in the box business. . . if 


you must pay more, you might as well get real! quality this time, 
the kind of appearance that identifies yours as a product of 
superior quality. 


The one way to be certain that your boxes will look exactly as 
you plan... trim, exact, with no felt marks to mar the surface 


. .. is to specify the same brand of boxboard selected by 
America’s foremost quality boxmakers ... ROYAL SATIN 
BOARD. 


Write Butterfield-Barry for samples of ROYAL SATIN Board or 


ask your boxmaker to show them to you. 


We maintain Complete Equipment for both Single and 
Double Sheet Lining, both in New York and at our mills. 


THE BUTTERFIELD-BARRY COMPANY 


174 Hudson Street New York City 


OLDEST BOXBOARD DISTRIBUTORS IN AMERICA 
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“Elementary, Wat 
Elementary! 


It DoOESsN’T TAKE a Sherlock Holmes to glue transparent 
sheetings satisfactorily. We have successfully collaborated 


‘ - ‘ Write for our free 
with every manufacturer of these materials, and with the Handbook, “How' to 
. a yo sg ene age 

1 1 ’ : : : 6 phrap, rotectot & 
leading machine companies, in perfecting Mikah “Cellu-  g?. , frotectotd | & 


= . . . valuable information on 
Gums”’ for every machine and hand gluing operation. pg liga 


National ApHEsives CORPORATION 


NEW YORK—CHICAGO—PHILADELPHIA—BOSTON—SAN FRANCISCO—and All Principal Cities 
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ot BUTTONS 


The E-Z-PAC Flat Bag is used to package 
many different kinds of products, from bathing 
suits to buttons. Brilliant seamless face, and a 
size range from 2” x 4” up. 


Many of the features built into this bag by 
U.S.E. are improvements which its packaging 
engineers originated. Naturally, U.S.E. drew 
upon its experience as the world’s largest maker 
of all kinds of bags and envelopes. This Com- 
pany now makes the most complete line of trans- 
parent containers obtainable from any source. 


Sclling BATHING 





SUITS 


U.S.E. Laboratories experiment constantly with 
transparent materials and adhesives to solve 
new problems. Its technicians labor to give 
greater strength and security to the package. 
Artists add to natural brilliance the selling lure 
of color and design. 


If you have a product which has not been pack- 
aged successfully in a transparent bag or en- 
velope, why not seek the assistance of experi- 
enced U.S.E. men? Package makers at U.S.E. 
like tough problems. They will welcome yours. 
And you incur no obligation in asking for their 
help. Just state the facts and send a sample of 
your product to 


Transparent Container Department 
UNITED STATES ENVELOPE COMPANY 


Springfield, Mass. 
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COLON APPEAL—PLUS! 


Do your packages lead their field in smartness 
of design and finish . . . in their ability to influ- 
ence Mrs. Consumer to buy? Does their beauty 
survive constant handling and abuse... promote 
repeat sales? These are your problems, but their 
solution is chiefly the task of the stylist and the 
finish expert. 

To beauty of design must be added a brilliance 
of color, a richness of finish — and more! S-W 


Engineered Finishes provide the “plus” quality 





that means greater and lasting eye appeal. The 
S-W Finishing Engineer and S-W Color Experts 
are well equipped to work out your paper and 
metal container finishing requirements. Back of 
them are laboratory and manufacturing facilities 
unparalleled in the industry. Write us about your 
needs. No obligation. The Sherwin Williams Co., 
Cleveland, Ohio, and all principal cities. 





§! SHERWIN - WILLIAMS FINISHES 





AP BUYERS often say to us, “But we 
C are interested in only one type of closure 
. .. what if Anchor does make scores of styles?” 
Even so, there are important advantages in doing 
business with Anchor—advantages that flow from our 
complete and extensive line of closures. On occasion we 
have found that a packager could improve his package or 
obtain better sealing results by shifting from one style of 
closure to another perhaps not considered before. More- 
over, Anchor’s experience with many types reflects itself 
in the perfection of each and every cap in our line. Many 
mechanical improvements and sealing developments have 


been incorporated as a result of Anchor re} 

search and development work on similar types 

Any packaging problem, whether it involves pt} 

duct protection, package improvement of production 
efficiency, can be more easily and quickly solved by a 
organization whose experience has been wide and varied. 
Therefore, whether you pack one product or many, U 
one type of closure or a dozen, it will pay you to call in 
an Anchor Closure expert and have him review you! 
special situation. ANCHOR: CAP @ CLOSURE 
CORPORATION, Long Island City, New York 
Toronto, Canada. Branch offices in all principa’ cities 
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VAYS, in our desire to supply sales-effective con- 
tainers, we pay most careful attention to line and 
tion and design. Never, of course, is this done at 
-pense of practicality . . . for we have always been 


A 


pro} 
the 
intimately concerned with production problems in the 
packaging field, the demands of quantity produc- 
tion and the ever-present necessity for efficiency 


in filling, capping and labeling operations. 


The combination of requirements in your particular sit- 
uation may indicate containers like those illustrated; in 
another set of circumstances, designs of severest simpli- 
city. May we have the opportunity of making container 
suggestions for your particular products? CAPSTAN 
GLASS COMPANY, Connellsville, Pa. Associate 
Company: SALEM GLASS WORKS. 

Branch offices in all principal cities. 








LITHWITE CARTON BOARD is white as snow. smooth as ice 


@ The perfection of LirHwiteE carton board reveals a new field 
of opportunities for users of modern cartons, This moderately 
priced carton board is as white as Antarctic sunlight and as 
smooth as Antarctic ice. LirHwite offers a brilliant white base 
for color. It prints magnificently, It is sun-fast. It brings to 
cartons of any size the dazzling contrast achieved only by a 
background whose whiteness rivals freshly fallen snow. 
LirHwite is used for the attractive packages of many world- 
famous products. To these products it adds its own unique 
merits in a container that is protective, handsome and thrifty. 


There remain thousands of packaged products that have yet to 


benefit by a carton made of LirHwuite. If yours is one of them, 
investigate LirHwite. Meanwhile, when packaging problems 
arise, remember The Gardner-Richardson Company’s reputation 
as pioneers in packaging and as foremost producers of America’s 


most modern cartons and carton boards. 


@ In addition we offer: Hypro-Tite Carton Boarp—specially 
made for products of a hydroscopic nature—highly moisture 
resistant, GREASENE CARTON Boarp—uwidely used for packaging 
products of grease or moisture content because neither grease 
nor moisture will penetrate the carton board or cause it to 
discolor. Desicn Service—artisans skilled in creating mechanical 


styles and colorful designs. 


THE GARDNER-RICHARSON CO. 


Manufacturers 
Middletown « Ohio 
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of Cartons 


and Carton Board 


Offices in Principal Cities 
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MARYLAND 


BOTTLES 


! 








BLUE gives distinctive appearance 4h 
and better display ... BLUE makes 


your product smarter—more modern 


> hae 


..- BLUE distinguishes your product in 
the home —helps to insure repeat sales 


... BLUE makes your product look as 






good as you know it to be. 


WRITE FOR SAMPLES: Please tell us the nature of your 
product and the sizes in which it is packed. Maryland 
Glass Corporation, Baltimore, Maryland. New York Repre- 
sentative: 270 Broadway, New York City. Pacific Coast 


Representative: Owens-lllinois Pacific Coast Company, 





San Francisco, California. 


MARYLAND 


MARYLAND GREEN TINT AND FLINT BOTTLES ARE 


OF THE SAME HIGH QUALITY AS MARYLAND BLUE 





g~ cherry blossoms cannot be easily 


HE natural beauty and charm of p \ h 4 \ (; F C by } (] ) A , 


resisted. Likewise, your product packaged in gleaming bags by 
Royal holds a consumer appeal that not only attracts but means 
sales. The Royal Package Development Department will be glad to 


assis) you in developing such a package. Write for information. 


NEW YORK CHICAGO DETROIT PITTSBURGH 


THOMAS M ROYAL & CO Philadelphia U S A BOSTON ST.LOUIS MINNEAPOLIS SAN FRANCISCO 


DAYTON SYRACUSE DENVER ATLANTA DALLAS 













The assistance you get before the signed order 
and the service you get afterward are of greater 
importance than ever in 1937. And Continental’s 
Packaging Service offers plus factors for large and 
small manufacturers, alike, in every industry. 

First, you benefit from 32 years of packaging 
experience gained in many diversified businesses, 
and there are cans for every product available in 
many different sizes, shapes and styles. 

For products requiring scientific study there 
are completely equipped research laboratories 
with large staffs of highly trained technologists. 

The Development Department may be able to 
suggest an entirely new package idea or some 
simple improvement to help increase sales. 

Specialists in package design will be glad to 


suggest improvements on present designs or 


create an entirely new arrangement. 


- TES 


NEW YORK 


Ae Vou Zuing 
all these P lus I. actors 


when you buy Containers 


CHICAGO 






And when you place your business with Con- 


tinental, you can be sure of highest quality cans 
colorfully lithographed the way you want them. 
You can be sure of prompt delivery without de- 
lay because of Continental’s 45 strategically lo- 
cated plants—a factor that will relieve you of 
worry during times of sectional distress. 

Then there are closing machines to meet every 
need, and an efficient force of closing machine 
experts available on short notice to assure con- 
tinuous production. 

Today there is a lot more to buying cans than 
merely checking bids on ordinary type contain- 
ers. It costs no more to get these plus factors, and 
they may be the means of increasing the salabil- 
ity of your product. There’s a Continental sales 
office near you, and representatives skilled in 
packaging to sell will be glad to counsel with you. 


SAN Company 





MODERN PACKAGING 





















4 
, 


METALLIC INSERTIONS ADD SNAP AnD BEAUTY 


This series of 34” Ribbonettes, with gold or 
silver insertions, is only one of the many new 
ideas we have created for Christmas 1937. Our 
full line includes narrow, medium and wide 
Ribbons—solid colors—stripes—printed Ribbon- 
ettes that actually look hand painted—gold 
and silver. 


CHICAGO PRINTED 


2319 LOGAN BLVD., CHICAGO, ILL. 


Remember, too, that we have a full line of 
gift wrappings—decorated bond, tissue and 
glassine papers—Cellophane, foils, etc. Also 
full line of exclusive designs in seals and en- 
closure cards. 

Just tell us to send samples of any or all of 
these items. 


STRING COMPANY 


55 W. 42nd ST., NEW YORK 
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LAXATIVE & 
CATHARTIC 


BRISTOL - MYERS CO 











THE UNITAINER* IS THE PACKAGING DISCOVERY OF THE DECADE! 


For products that sell in single doses or for 
single use—for sampling, or detailing the 
medical profession—no container offers more 
specific advantages than Unitainers. 


Sun-Unitainers afford almost perfect 
protection, even to the most sensitive mois- 
ture-absorbing products. This makes them 
especially adaptable to effervescent salts and 
powders, The seamless construction and her- 
metic seal insure against leakage. Flexibility 
eliminates breakage and prevents “breathing” 
due to changes in the temperature. 

*Reg. U.S. Pat. Off. 


SUN TUBE CORPORATION . 


CHICAGO, ILL. 


400 W. Madison St. 


DETROIT, MICH. 
Harry Holland & Son, Inc. Harry Holland & Son, Inc. 
1941 W. Fort Sc. 


The Cost is Amazingly Low 
Sun-Unitainers are delivered complete, ready 
to fill. There’s nothing extra—no closures, no 
labels—for you to buy. Filling, closing and 
cartoning machines are available. Sun Tube 
is prepared to produce packages of this type 
in large volume and at a cost very favorable 
to the merchandiser. 

As far as the consumer is concerned, the 
main virtue of Sun-Unitainers is their match- 
less convenience. No opener is needed. There’s 
no cutting the fingers. And, of course, the“‘meas- 


CINCINNATI, OHIO 
R. B. Busch 
TOO rome ©) etlome sy:tel < Bldg. 


ST. PAUL, MINN. 
I tetete(se Seymour 


1745 University Ave. 


ured dose’ feature saves time and trouble. 
Every user gets exactly the right amount. 

Sun-Unitainers are ‘“‘original containers” in 
states that require such containers for retail 
sale, They're available in all sizes, from 1 
dram to 8-ounce liquid measure. 

The vest pocket convenience of Sun-Uni- 
tainers may be exactly the sales stimulant your 
product needs. Other manufacturers have 
found this to be true. Inquire for details 
today to THE SUN TUBE CorPoRATION, Hil! 
side, N. J., or the following representatives: 





HILLSIDE, N. J. 


LOS ANGELES, CALIF 
R. G. F. Byington 
1709 West 8th gr. 
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SHIPPING TRAGEDY No. 2 


ei 
Developed to meet the threat of a competitor’s new package (GUEF) 


SS 
| 
this = handsome food carton was 


and widely distributed 


their claims, the dealers got a bargain ie BUT the manufacturer 


e% , ' | 
lost sales OSL e x to his competitor, because the dealers’ shelves 
© 
© 
O 














looked like this |, saad | | Pag all as a result of 


| 


shipping containers that didn’t protect the fine new cartons! 




















@ The shipper seldom hears about the CONCEALED — Reprints available: A. P. Kiviin’s article, ‘Corrugated Fibre Con- 
tainer Failures—Their Causes and Remedies.” See coupon below. 


AVOID DAMAGE that costs him so much in sales volume and 
CONTAINER CORPORATION OF AMERICA 


prestige. Avoid CONCEALED DAMAGE by using | 111 West Washington Street, Chicago, Ill. 


| 
Gentlemen: Please send me a copy of “Corrugated Fibre 


CONCEALED  Concora Corrugated or Solid Fibre Shipping Containers. | Container Failures.” 
Container Corporation’s method of ‘’Packaging by Pre- Name — | 


a 
DAMAGE Si aia : | Position | 
scription’’ reduces such losses—have our representative 
| Company_ — 

| 


show you how. rrr 


CONTAINER CORPORATION OF AMERICA 


GENERAL OFFICES: 111 WEST WASHINGTON STREET, CHICAGO, ILLINOIS 
MILLS, FACTORIES AND SALES OFFICES AT STRATEGIC LOCATIONS 
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@ The protection of homes is a serious matter. But the protection of 
the goodwill of your products that go into homes is also serious. 
That’s why Owens-Illinois Salescaps are so widely used by highly 
Salesminded concerns. At each step in distribution and use, they 
demonstrate their all-around superiority . . . are easily opened and 
closed ... correctly lined...and smartly styled—with a complete line 
available. These important Salescap features add much to the effect- 
iveness of your package—and build goodwill for your products. 
Owens-Illinois Glass Company, Toledo. Branch offices located in 


most large cities. 


QWINS -MILINVOTS 


SALESCAPS 
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CREATING 
PACKAGE 


INDIVIDUALITY 


Faced with the necessity of putting in- 
dividuality into a more modern design 
the makers of Necco 5-cent Chocolate 
Peppermints made a careful study which 
resulted in a highly distinctive package 
which has advanced sales to new heights 


LONG BEFORE there was such a thing as a store, 
services of many kinds were rendered and all kinds of 
products changed hands at a profit to the seller. While to 
the scientific mind of today such transactions, which 
were so frequently characterized by bickering and bar- 
gaining, would be intolerable, nevertheless there was a 
directness about them, a definite ‘meeting of the minds,”’ 
between buyer and seller, that is sadly lacking in many 
of our present industrial undertakings. 

In building up our large corporations we have fre- 
quently witnessed an almost unbridgeable gap or chasm 
existing between production and sales-minded executives 
and the buying-minded consumers of their products. It 
is by no means a rare condition to find that the men who 
dictate sales policies, in large consumer-product manu- 
facturing plants, have not personally witnessed for years 
an actual transaction involving the sale of their product 
to the ultimate consumer. In the inaccessible privacy of 
their offices they are frequently so absorbed in deciding 
upon how to spend their firm's money in sales campaigns 





NUMBER 10 


















that many of the bare, hard facts of consumer selling and | 

buying escape them. | 
It is certainly a dangerous thing when big business gets | 

so big that those controlling the sales destinies of their 

companies find it impossible to rub shoulders with the 

ultimate consumer, to find how his mind works, what 

his reactions are and constantly keep in step—both in 

product development and product presentation—so that | 

the product will be seen and bought by increasing num- | 

bers of consumers, and in repeatedly larger quantities. 


Seeking improved packages, Necco made a complete change as 
shown in the ‘before and after’’ designs 
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Shipping units, holding twenty-four five-cent 

packages, now carry the same design and color 

scheme as the individual cartons, thus doing 
double duty as containers and displays 


While the development of the retail store into hun- 
dreds of thousands of outlets offers a positive method of 
reaching consumers, by the same token the entrance of 
hundreds and hundreds of business men into every 
branch of manufacturing has brought about a situation 
wherein every product today meets unprecedented com- 
petition for the consumer's favor and dollar. Therefore, 
the outstanding job to be performed by alert sales execu- 
tives is to use every avenue of approach to the consumer 
to the end that product and prospect are brought to- 
gether so that the product may definitely speak for itself. 
The means of accomplishing this function can much 
better be learned in contact with typical groups of con- 
sumers rather than safely ensconced behind a broad ex- 
panse of mahogany where things have a way of being 
looked at through glasses colored with biased opinions. 

Since one specific case is worth a hundred generalities 
it should prove interesting to follow the studies of the 
sales executives of the New England Confectionery Com- 
pany, manufacturer of Necco confections, who is a 
strong believer in the policy of getting out ‘‘in the mad- 
ding crowd” and getting first-hand information from 
consumers which will prove helpful in keeping its prod- 
ucts and packages in step with popular trends. 

It was a happy thought that one of their executives 
had, back in 1916, when he introduced a five-cent pack- 
age containing eight tasty peppermint creams, coated 


with smooth, pure and not-too-rich chocolate. It was a 
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EXIT bulk packages, such as the five-pound box, 

thirty-pound pail, and two-hundred-and-fifty- 

pound barrel, ENTER the smart, individual 
five-cent packages of uncoated mints 


generous quantity of good candy; it found favor alike 
with young and old, of both sexes, and in comparatively 
short order became one of the most familiar and popular 
packages on retail candy counters the country over. In 
its original state it was a folding carton, printed in a 
single color—red, on its outer surface, identifying by 
product and trade name what it contained, its maker and 
its net weight of two and one-quarter ounces. From the 
several viewpoints of product protection, identification, 
information and consumer accessibility it adequately 
and economically met its requirements. By the year 1931 
the package had been improved, through a simplification 
of the lettering; on its inner surface it gave a recipe for 
making a delicious chocolate mint sauce, for use on ice 
cream, representing another use for the product, other 
than an out-and-out confection; and the contents in- 
creased from eight to nine chocolate peppermints. 
Throughout the years it had been the policy of the Necco 
executives to improve the product in every possible way, 
and while many of the changes were not apparent to 
consumers, they soon reflected the wisdom of incorporat- 
ing them as sales mounted higher and higher. 

Since the record of successful organizations is one of 
constantly setting up new sales objectives, through im- 
proved planning, it was not strange that one of the ques- 
tions propounded to the sales research department by the 
management was ‘How can sales of our five-cent Necco 


Chocolate Peppermints be increased?’’ In seeking the 

















correct answer to this searching question, Linnell Stud- 
ley, sales research department manager, recognized the 
advisability of going to consumers and distributors of 
the product, rather than depending exclusively on his 
own ideas and theories. With no definitely precon- 
ceived notions as to what might be done he approached 
jobbers, and retailers, and through them was able to 
benefit by the experience of several thousand consumers. 

Determined to leave no stone unturned in his study, 
the personal interviews were supplemented by the dis- 
patching of a special self-contained and self-mailing 
questionnaire to representative numbers of average con- 
sumers, the thought being to check answers and see if 
they were in agreement, as between individuals who were 
met face-to-face and those who remained unknown. 
Both in personal calls and in the questionnaire it was 
made clear that the company held a sincere respect for 
the opinions of its millions of friendly customers, and 
that in seeking their advice at the moment it was for the 
sole purpose of keeping Necco Chocolate Peppermints 
continually attractive and satisfying to them. On the 
questionnaires no signature was requested, it being sufh- 
cient for the individual to specify sex and approximate 


age. Expression was asked as to the taste and appeal of 
the product, its packaging, whether it was considered a 
good, fair or ordinary value for a nickel, regularity of 
purchase and use, supporting advertising which had 
been seen, with space provided for additional comments. 
Almost without exception everyone held the product 
in high esteem, their criticism resting entirely on the 
package design, many going so far as to recommend that 
it be abandoned and a fresh start made that would result 
in as high quality and attractive a package as the product 
which was contained therein. The significance of this 
criticism was marked, since no effort had been made to 
elicit it, there being no plans afoot by any of the Necco 
executives to do anything to disturb the package design 
used for twenty years, which would represent anything 
approaching a radical and readily noticeable change. 
The oft-expressed fear “‘we can't afford to change our 
package design, it’s too well known’’ cropped up many 
times in the subsequent conferences, but the demand for 
a change was so outstanding it could not safely be ig- 
nored. One outstanding fact cinched the entire matter 
and cleared the way for making a radical change. 
The pioneering of the market (Continued on page 100) 





Capitalizing on the improvements made, in its several packages, Necco gives prominent display 
and focuses the favorable attention of consumers on them in window stickers, display cards and 


car cards, used in street cars, elevated and subway trains 









SINCE it is the job of the modern package to take a 
product of intrinsic value, protect it during its journey 
from maker to user, present it to the potential consumer 
in terms of his own selfish interests and encourage and 
stimulate him to buy it and find satisfaction in its use, it 
is highly essential to package planners and users to 
know the characteristics of consumers so that they may 
be catered to and accounted for in the development of the 
package for a particular product. 

It is an undeniable fact that women consumers, in par- 
ticular, insist upon seeing, smelling, tasting, feeling or 
in some other manner testing the products they are 
about to buy. One of our early impressions ts the irrita- 
tion which women consumers caused John Howard 
Smith, the neighborhood grocer in whose store we 
worked after school hours, by their insistence on han- 
dling the vegetables, pulling out the spiny-leaves of the 
pineapples and pushing in the ends of cantaloupes to see 
if they were ripe, poking their fingers alike into loaves of 
bread and cake to see if they were fresh and in general 
using their hands quite as much as their eyes to test the 
desirability of his offerings. And in later years how fre- 
quently have we watched our wives break open packages 
of everything from nursing bottles to wash cloths, run- 
ning their hands inside of hosiery, knowingly feeling 
yard good and doing the other perfectly natural and 
instinctive things a woman does with her hands to make 
certain her eyes don’t deceive her before she actually 


makes her purchase. 





WOMEN BUY PRODUCTS THEY SEE AND CAN FEEL 





As a measure of self-protection, grocer Smith had a 
large sign painted which read: ‘‘Please Don’t Handle 
the Vegetables.’’ But this had a different result from the 
one he wanted. Women consumers, noting the sign, 
remarked on how ‘‘grumpy”’ Mr. Smith had become of 
late years, and retaliated by refusing to buy their vege- 
tables from him, going down the street to Blodgett’s 
who apparently entertained no such ideas of prohibiting 
their individual testings. The last time we visited our 
old ‘‘home town”’ we noticed that Smith’s Grocery still 
stood in the same location, but like its founder who has 
gone to his last reward, everything about the store was 
changed. Glancing at the vegetable counter we noticed 
a miniature colorful awning surmounting it, as though 
to protect it from the direct rays of the sun, and playing 
over the radishes, lettuce and other vegetables were fine 
sprays of water, which heightened the appetizing colors 
and encouraged consumers to buy these fresh vegetables. 
The fruit counter was an appetite-tempting array, sea- 
sonal fruits of all kinds stacked in neat piles, with jars of 
maraschino cherries and mayonnaise forming the back-. 
ground, and literally inviting the consumer to select the 
““fixings’’ for a delicious fruit salad. If women wanted to 
handle the fruit they were at liberty to do so, but so well 
displayed was it that we noted few taking advantage of 
the opportunity, the two clerks being kept busy indeed 
wrapping up the purchases and making change. 

In the course of a packaging survey, conducted a few 
years ago, we noted one (Continued on page 51) 








On the opposite page: Boott Mills towels forsake traditional blue wrapping paper (upper left) to become (upper 

right) visible and feelable to prospective consumers. Lower illustration: Boston Braces, formerly packed in open- 

face carton, are now equally visible, more readily examined and kept free from dust and dirt in the new Pakade type 
of packaging 


On this page, above: Miniature Pakade which may be removed and set up to show the double-locking feature 

which enables opening, examining the contents and reclosing, without marring original beauty of package. Below: 

individual Pakades give new visibility and attractiveness to Velvet Grip garments, impossible of accomplishment with 
a set-up box 
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1. Decorated paper tubes are used to dramatize the message of the Fawcett group of publications as an advertising me- 
dium. Old and well-thumbed copies of the magazines, obtained from various beauty parlors, are included in these con- 
tainers, their tattered condition bearing witness to their having been read by numerous persons. The circular exterior is 
decorated with a comic picture of a flunkey, who is exclaiming, ‘‘Hi say—who sent the Mawster this?’’ Inside, the much 
used magazine is rolled and tied with a bow of red satin ribbon. Wrapped around each copy is a printed sheet giving the 
facts concerning a recent survey among readers. 2. Three displays, which not only show the merchandise to advantage 
but also provide for storage and embody complete shipping units, have been made by Ace Carton Corporation for Gerts 
Lombard & Company for the distribution of its general utility, flat varnish and wall paint brushes. Two- and three-color 
printing on heavy carton board, die-cut recesses for holding the 
brushes and rigid construction make these displays particularly 
adaptable for the purpose intended. 3. For Condor products 
(men’s wear), Joseph B. Federico has designed new packages 
which have been successful in increasing sales. 4. Green Moun- 
tain Distillery, Inc., has placed two new products, Green Mountain 
Maple Liquor and Amerind Liqueur—both distilled from maple 
syrup—on the market. Sackett & Wilhelms Lithographing Cor- 
poration created and reproduced the new label design in keeping 6 
with the origin and atmosphere in which the two products are 
made. The early American style of letter used for the names, 
combined with a maple leaf design for the Liquor and the maple 
seedling motif for the Liqueur seem to radiate the true simplicity 
and sincerity of Vermont. These designs have been reproduced in 
green, black and gold on a rich India tint paper. They give the 
complete package outstanding shelf value when placed with other 
bottled goods. 5. Fifths and pints of Calvert Gin are bottled in 
the decanter shaped bottles made famous by Calvert whiskies, while the round studded bottle will be used for quarts. The 
distinctive label, printed by Gamse Lithographing Company, is in cool blue on silver. A unique feature of the package is 
the black label, which carries recipes for the three most popular gin drinks—the dry Martini, gin rickey and Tom Collins. 
Owens-Illinois are the makers of the bottle, Cel-O-Seal Division of the Dupont Company furnished the secondary seal and 
Armstrong Cork manufactured the closure. 6. A basket with the aroma of delicate flowers is suggested by the new Bake- 
lite molded Easter package for Bourjois Evening in Paris perfume. The surface of this Easter container simulates the fibres 
weave of a basket. The package is a symphony in blue in keeping with the traditional color scheme of Evening in Paris 
products. The ‘‘basket’’ has after-use value as a vanity tray for pins, hairpins and feminine knickknacks. Molded by 





Niagara Insul-Bake Specialty Company. 
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7. Two of the Coronation packages used by Huntley & Palmers. The lower one shown depicts the King and Queen on 
the cover of the metal box; the Royal Family and other views are shown on the sides. The original boxes, two million 
of them, made up in honor of Edward, were scrapped. These illustrated favorite pastimes and achievements during 
his reign. Photos, courtesy of Rodway Sales Corporation. 8. Frankfort Distilleries, Inc., for its Paul Jones distilled 
dry gin uses bottles which do not make startling departures from traditional shapes, but they achieve distinction and 
quality appearance through the enriching effect of raised lettering and decoration, and through the use of an attractive 
new labeltreatment. A pilfer-proof aluminum cap is applied to each. Photo by courtesy of Owens-Illinois Glass Com- 
pany. 9. The three bottles, containing perfume and toilet water produced by the George W. Button Company, are 
capped with molded plastic closures of Victor Metal Products’ Ace design. In the foreground is the new Dedon Kit- 
stick. Molded by Colt’s Patent Fire Arms Mfg. Company. This contains lip rouge, cleansing cream, powder base and 
eye shadow, each in separate compartments. 10. Thomas Toilet Products, packages Brit-tex, a preparation for brittle 
nails, torn cuticle and the like, in one of the new insulated plastic jars made by Colt’s Patent Fire Arms Mfg. Company. 
The jar is black Durez with a white top, and a transparent label is used to give the effect of white letters on a black ground. 
ll. Chryson features and sells in a ‘‘summer combination”’ its Creole lip stick and Sun Tan powder. The latterina 
hinged, satin-covered set-up box. 12. In redesigning the Fluidx paste package for the American Crayon Company, 
Owens-Illinois Glass Company has successfully applied the popular streamlining motif and, at the same time, incor- 
porated several sales-building utility features. The attractive shape of the container, the modern label with its bright 
red decorative spot and the screw-cap and brush-handle combination all form a pleasing ensemble which has the effec- 
tiveness of simplicity and unit design. 13. Rose Brand dried beef, a product of the Foell Packing Company, is now be- 
ing packed in new style thin pressed ribbed tumblers, designed and produced for them by the Capstan Glass Company 
and sealed with Anchor’s D cap. 
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PLASTIC BOXES FROM STOCK MOLDS 


SHEET THIRTEEN 


The items illustrated here are available to the packag- 

ing and premium trade from stock molds. Containers 

with dual-use possibilities which are suitable for many 

and varied purposes, such as jewel, cigaret and candy 

boxes, are obtainable in any color with no mold or 
engineering costs. 


95. Hexagonal hinged candy box 2-11/32 in. deep by 5-1/16 in. 


across flats. Contents 2 Ibs. 


96. Fruit cake box 11 in. long by 3-13/32 in. wide by 2-1/2 in. 


deep inside. Contents 2 lbs. 


97, 98. Dual duty tumbler; cigaret holder or a cup. Liquid ca- 
pacity is 4-1/2 oz. 


99. Rectangular box with decorative cover. 5-1/4 in. by 3-5/16 
in. by 1-5/8 in. inside 


Hinged cigaret box with sand-blasted top, 6-1/4 in. by 3- 
3/32 in. by 1-29/32 in. inside 


Hinged box 6-1/4 in. by 3 in. by 1-33/64 in. inside 


Small box 3-3/4 in. by 3-3/8 in. by 1-3/16 in. inside 


Small cigaret box 3-3/4 in. by 3 in. by 1-1/8 in. inside 
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LET'S USE PLASTICS FOR DISPLAYS 


By FRANKLIN E. BRILL* 


MRS. JONES walks into a drug store, stops, looks 
around and wrinkles her brow. ‘‘Now what were those 
things I wanted to remember? Was it something for 
Junior ...2"’ At her elbow a double life-size tooth 
brush looms from a counter display, and a flasher draws 
her eye down the counter to a huge replica of an ink 
bottle. “‘Oh, yes,’’ she calls to the clerk, ‘‘a tooth 
brush and a bottle of fountain pen ink and... .”’ 

Counter displays involving heroic-size replicas of 
small products are successful for simple reasons. For one 
thing, nothing starts mental processes more quickly 
than the sight of a product itself, but in crowded stores 
manufacturers cannot all make their products visible to 
the shopper. Hence, if you put a huge reproduction of 
your product on the counter, its very size makes it stand 
out from actual-size products, eyes are drawn to it, and 
the shopper’s memory functions. 

Plastics lend themselves to creating three-dimensional 
reproductions of this type perfectly—probably better 
than most display materials where large quantities are 
involved. For anything that can be engraved in steel or 
cast into die alloys can be reproduced faithfully in these 
synthetic molding materials, and their colors can be used 


* General Plastics, Inc. 
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to make replicas extremely life-like. Further, they are 
non-fragile, they do not dog-ear, chip, rust or dent. The 
molded finish is permanent, since the color and lustre are 
actually part of the molding. 

Typical of the use of phenolic plastics for large replicas 
is the Barnham tomato juice dispenser, a counter fixture 
standing 16 in. high and done in brilliant scarlet and 
leaf green to stimulate a mental image of a luscious, ripe 





A plastic “‘tomato,”’ giant size, serves as an effective display and 
dispenser for Barnham’s tomato juice 
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Suggestive of other displays which can be effec- 
tively constructed of molded plastic are the accom- 
panying sketches 


tomato. Mostly because tomato juice has never been 
pushed as a fountain beverage, the Barnham dispenser is 
extremely successful wherever used, one fountain phon- 
ing for another gallon two hours after placing the dis- 
penser on the counter. It is significant, too, in that it 
may suggest how other products may similarly be 
popularized by visual reminders at the point of sale, and 
by simplifying the dispensing of the product. 
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Inside the tomato portion, which is molded in two 
halves of a special moisture resistant phenolic, is a 
gallon container for the juice, jacketed with another 
larger container which is filled with cracked ice. The 
stem of the tomato is really an agitator to prevent 
settling, and is done in green plastic, as is the base which 
supports the tomato. The possibility of rusting and 
denting and chipping of enamel eliminated the considera- 
tion of metal and dictated the use of plastics. 

From this point it is an easy jump to other display 
fixtures—not necessarily dispensers—involving the giant 
replica idea and done in plastics. Illustrated are a few 
suggestions for small products which do not normally 
rate front counter space and whose smallness often rele- 
gates them to the oblivion of back counters and under- 
counters. We offer a few suggestions in the accom- 
panying sketches, more as thought-provokers than as 
finished designs. 

Consider pipes. Tobacconists’ counters are loaded 
with boxes of cigars, cans of tobacco, humidors and dis- 
play cards of pipes of all sorts, yet if there loomed from a 
counter display a replica of a graceful briar ten or twelve 
inches long, it would naturally have two or three times 
the visibility. Such a trick is easily done in plastics, 
molding the pipe in high relief on a mottled brown ma- 
terial to duplicate the color and lustre of the pipe bowl. 
with the name of the pipe engraved at the top of the dis- 
play and colored in white or yellow. Die-cut litho- 
gtaphed labels carry copy, prices and details of construc- 
tion and are cemented in a recess in the display around 
the contours of the pipe to throw it out in sharp con- 
trast. The rack portion has a dozen or so recesses for 
actual pipes, and might be so hinged to the upper parc 
that it must be pushed back to release the bits of the 
pipes, thus making pilfering awkward if not impossible. 

Or visualize a faithful reproduction of an ink bottle, 
twelve or fourteen inches high and done in dark blue 
plastic, with a recess molded into the front in which a 
regular 3- or 4-oz. bottle stands, intermittently lighted 
by a flasher. It’s semi-cylindrical, with partitions and 
shelves molded into the back for storage of several dozen 
bottles. The entire display would take up about half 
a square foot of counter space (Continued on page 59) 
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SILVER DOLLAR DISPLAY “RINGS THE BELL” 


In the introduction and promotion of a new product, Silver Dollar 


Whiskey, its sponsors capture an entirely new idea in an attention- 


compelling back-bar merchandising display unit 





Silver Dollar Brady, goodwill ambassador for Lincoln Inn Distilling Company, attracts 
wide attention wherever he goes with his automobile and ‘‘palace horse car 


ALL OF THE FACTORS which may be used in the 
logical, intelligent and profitable promotion of a product 
are thoroughly exemplified in the present sales and ad- 
vertising efforts of the Lincoln Inn Distilling Company, 
Inc., on its Silver Dollar straight Bourbon whiskey. 
While a great deal has been written on the necessity of 
securing complete market information, it is nevertheless 
true that time after time manufacturers will undertake 
to introduce new products with only the scantiest know]- 
edge of the marketing problems they will face. 

The marketing of a new consumer product at the pres- 
ent time, when it is admittedly so strongly a buyer's 
market, is one of the most complex of business problems. 
For not only must the needs and desires of potential con- 
sumers be known and met, but they must be informed of 
the product’s advantages, and a satisfactory system for 
distributing the product be set up which will operate on 
a sound economic basis. 

If a manufacturer conducts the right type of market 
analysis he will know what class of people can buy his 


new product, where they are located, what their buying 
habits are, what points to stress to stimulate them to the 
point of purchase, what types of distributors are best to 
bring the prospects and the product together, and what 
competition the product will have to face and overcome. 
Only in such a manner can sales resistance be truly ascer- 
tained in advance, and plans made to overcome them, 
through the concentration of sales efforts in those places 
where potential and likely sales are known to exist. 
Accurate knowledge of the size, character, location, 
composition and buying power of the potential markets 
are all vital factors which may be readily determined and 
save the costly mistakes which characterized former 
‘trial and error’’ methods. These cannot be safely in- 
dulged in, at the present time, when each product in a 
line must stand on its own feet. Rather than being “‘dry 
statistics,"’ such information forms the very foundation 
for determining how to present the product to its market 
so that the maximum number of prospects may be 
quickly, surely and economically turned into customers. 
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Nor is the gathering, analysis and utilization of such 
data of use only to the manufacturer of durable goods, 
such as pianos, refrigerators, furniture, automobiles, etc., 
which are purchased only at infrequent periods. Of 
even greater value are they to the makers of goods which 
are quickly consumed, on which the supply must be fre- 
quently and repeatedly replenished. For, in this latter 
classification of product, the manufacturer's very hope of 
existence is dependent upon bringing large numbers of 
ultimate consumers to the point of trial, acceptance and 
purchase of his product, for the first time, to the end 
that they may be encouraged to specify it on future pur- 
chases they may state. 

It would be difficult indeed to find a better illustration 
of the value of sound analysis and planning, prior to mak- 
ing any attempt to market a new product, than is repre- 
sented by the Silver Dollar Straight Bourbon Whiskey 
case. The introduction of another low-priced whiskey, 
in a market already overcrowded and violently competi- 
tive, was certainly attended by very real and dangerous 
problems. In the so-called ‘‘prosperity years,’ when 
manufacturers were favored with a seller’s market, losses 
occurring from the unsuccessful marketing of new prod- 
ucts were absorbed from the profits made on old, estab- 
lished and highly profitable lines. But such a condition 
no longer exists, for neglect of a single important factor 
may reasonably cause such losses that the manufacturer 
may not be able to withstand it and still remain in busi- 
ness. Therefore it was necessary that “‘Silver Dollar’ 
make its own way, and operate on its own profits, and 


this condition stimulated the Lincoln Inn Distilling 
Company's marketing executives to carefully analyze 
their product and its potential market before formulating 
their sales and advertising programs. 

According to Victor Fischel, vice-president of the 
company, the first step was to critically examine their 
product in comparison with all whiskies of like price on 
the market. This resulted in rather definite assurance 
that they had a product which would stand up under any 
comparison the prospective consumer might care to 
make, in his natural quest of ‘‘getting his money’s 
worth.”’ The next step was to get an intimate picture of 
what might be termed ‘“‘the average consumer.’’ This 
meant going into the cities, suburban sections, towns 
and villages, in sufficiently varied sections of the country 
to make certain that the picture they secured was truly 
a composite one. This showed their market to consist 
of men in the lower income brackets, who, after all, 
make up the rank and file or mass of our population. A 
study of buying habits revealed that the greatest con- 
centration of this market habitually bought one drink 
at a time but, rather than doing so in the exclusive 
privacy of a hotel bar during the “‘cocktail hours’’ of 
4:00 to 7:00 P. M., these consumers did so during their 
after-supper leisure at a neighborhood store, bar, spa or 
tavern as their fancy dictated. 

These meeting places attracted socially inclined men 
who enjoyed discussing politics, current events and par- 
ticularly sporting events, but whose incomes and social 
positions barred membership in the more restrictive 


Brady as an unorthodox salesman helps the distribution of Silver Dollar whiskey, while newspaper advertise- 
ments talk to likely prospects in language they understand 
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oe again says the last 
word in display lithography. Direct 
color photography—used not only for 
small subjects but in huge size—made 
in our own studio and reproduced by 
the deep-etch process, the ultimate in off- 


set reproduction. 


RESULT—more brilliance, more depth, 
more living, vivid, natural color—and at 
less cost than using ordinary photos, 


hand retouched in color. 


Let us tell you about the new ways to im- 
prove displays—and SAVE—by this revo- 
lutionary new technique. More realism 


in human subjects. A new fidelity in 


VERIFY EVERYTHING WITH YOUR DENTIST 
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package pyramids. Three different dis- 
plays made in a single color shot—at one 


cost. 







«,..we have been literally besieged with letters from 


the retail drug trade commenting on the Tooth Ask to see our comparative exhibit of 


Powder display. ..showings in several of the leading 
= 


carbro prints, transparencies, chroma- 






= chains ...requests from the leading syndicate stores.” tone prints and the finished displays. 


= from a letter from THE PEPSODENT CO. 


EINSON-FREEMAN CU., inc. 


Leaders in DISPLAY LITHOGRAPHY for 35 years 
LONG ISLAND CITY, NEW YORK 


See our Exhibit at the Advertising Federation of America Convention — June 20-23, Hotel Pennsylvania, New York City 
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SILVER DOLLAR fe 46,04 


STRAIGHT BOURBON WHISKEY. 90 PROOF S 


Lithographed prints on heavy stock reverberate 

the praises of old-time champions and draw 

attention to Silver Dollar whiskey, while the point 

of sale chime display, shown on the opposite 
pages, ‘lets you know it’s there” 


clubs. Sooner or later, in such meetings, two subjects 
predominated: the ‘“‘manly art of self defense’’ as prac- 
ticed by such old-timers as ‘‘Fightin’ Bob’’ Fitzsimmons, 
“Gentleman Jim’’ Corbett and Ike Weir “‘The Belfast 
Spider;’’ and the “‘he-man’’ doings of the past-century 
horsemen who rode the plains searching for‘‘hoss-thiefs,”’ 
““rustlers’’ and other such ‘‘yaller-bellied coyotes.”’ 
The friendly drinks defrayed the expense of an interest- 
ing, and sometimes exciting evening's entertainment, 
stimulated the relating of ‘tall yarns,’’ and in general, 
materially contributed to the conviviality of the occasion. 
With such a clear-cut picture of potential consumers of 
Silver Dollar Whiskey the entire sales and advertising 
plan was devised to fit in with their interests. The fact 
that complete national coverage has been secured, with 
“Silver Dollar’’ procurable from coast to coast, gives 
uncontestable evidence of how accurately and effectively 
Mr. Fischel and his associates appealed to their logical 
market. 

The promotional program consists of three parts. 

1. Dramatic Introduction. Capitalizing on the roman- 
tic atmosphere of ‘‘the great open spaces,’ the distillers 
of Silver Dollar added an ambassador of good will to 
their staff, in the form of ‘Silver Dollar Brady,”’ a true 
son of the plains, who stands well over six feet in height, 
weighs around two hundred pounds, wears a ten-gallon 
hat and ‘‘chaps’’ with ease, and loves a spirited steed like 
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a young mother does her new-born babe. Equipping 
this unorthodox salesman with a slick automobile, and 
a special ‘‘Palace Horse Car”’ trailer, for two of the finest 
horses obtainable, they dispatched him on a coast-to- 
coast and Canadian border to Gulf of Mexico tour. 
This breezy Westerner is already a national celebrity, 
being received by city officials and civic leaders in almost 
every town, and attracting wide attention from the pub- 
lic and press alike. He has appeared at public functions, 
officiated at a recent Silver Dollar Handicap at a South- 
ern race track, given more than fifty speeches before 
Silver Dollar distributors and salesmen, and, in short, 
has become a public character. Wherever Brady parks 
his streamlined palace horse car, crowds gather. And 
when he mounts one of his perfectly groomed steeds and 
rides into a bar or tavern, the admiring patrons gather to 
examine his rare coin belt and listen to his endless chain 
of yarns of frontier days. Collecting his signature on 
cards, in books, even on Silver Dollar bottles, is a new 
American fad. 

As a single example of the type of sales talk Brady uses 
to endear himself to Silver Dollar distributors, as well as 
get over a more serious point, he recently related this 
one: ‘‘My big new ad campaign is about old-time ring 
champions. It sort of reminds me of a friend who was a 
professional dancer. One day, he decided to become a 
big boxer, an’ got a match with Kid Dynamite. The 
first three rounds was murder—and when the bell rang for 
the fourth round, his second said to him: ‘Git in there 
an’ fight!’ My friend looked once at Kid Dynamite, 
shuddered, and remembered what he used to do when he 
was adancer. ‘Let’s sit this one out,’ he says.’ 

2. Sure-Fire Advertising. The tenor of all bar-room 
conversations reverberating the praises of the old-time 
champions, it was a “‘natural’’ to secure highly realistic 
lithographed prints of Jake Kilrain, and other champs, 
in fighting pose and in full color, and convert them into 
framed pictures for the adornment of tavern walls. In 
addition they formed the subject matter for a series of 
advertisements, such as those illustrated herewith. 
While thousands of consumers have requested copies of 
these prints, for use in their homes, rathskellers and 
miniature bars, the expense of their preparation, and the 
fact that they cannot be distributed to consumers bearing 
the company’s advertising, makes this impossible to 
comply with, at least for the present time. 

An examination of these advertisements, and particu- 
larly such headings as: ‘Peter Maher was A-1 gent! 
But his punch was front page news!"’ or another reading 
“The Belfast Spider wouldn't hurt a fly but his smooth 
punch ruled the ring!’ aptly illustrate how these sea- 
soned merchandisers have adapted their message to the 
true level of the consumers of their product. Many an 
advertising campaign has been destined to failure before 
it appeared in any publication due to the fact that the 
man who planned and wrote the advertising did so to 
satisfy his standards. But while ‘‘Fifth or Park Avenue, 
New York" types of copy are useful in the promotion of 
some exclusive, class products, they had no place in this 
Silver Dollar campaign. Asa matter of fact had they been 





a 


attempted they would probably have proved dismal fail- 
ures for the simple reason that they would have ‘‘been 
over the heads’ of this Silver Dollar audience. Literary 
excellency may be sufficient objective for some advertis- 
ing, but these Silver Dollar messages are concerned only 
with talking to likely prospects in a manner they will 
readily understand, appreciate and will induce them to 
buy the product. 

3. Point-of-Sale Display. Havingso effectively planned 
the first two parts of the promotional program it is 
reasonable to assume that these keen merchandisers 
would not overlook the importance of proper attention- 
arresters at the point-of-sale, which, in this case, hap- 
pened to be the point-of-consumption. But for this pur- 
pose no ordinary display unit would serve. Placed on 
the back-bar of the inn or tavern the Silver Dollar dis- 
play was faced with the job of securing preferred, favor- 
able attention over and above dozens of competing and 
much more widely known whiskies. While Silver Dol- 
lar Brady was a startling and dramatic innovation, with 
his fine steeds and rare yarns, he found it necessary to 
cover a lot of territory and couldn't remain in one town 
or city for long. But a display would have to carry-on, 
day after day, first attracting attention to itself, and then 
serving as a pleasant, insistent reminder of the product. 

The Silver Dollar chime display is a unique switching 
arrangement (patent applied for) which consists of a 
triple contact, so arranged that the chime sounds when 
the bartender removes the bottle of Silver Dollar Whis- 
key, from the display stand, or replaces it. It is so con- 
structed that electrical current is turned on the chime 
actuating mechanisms only for an instant—just sufficient 
to make the plunger come in contact with the chime. 
As the bottle is removed from the stand, a thirty-watt 
electric light globe behind the display panel is switched 
on, illuminating and exposing the message ‘Thanks, 
Pardner, I Know You'll Like It. Silver Dollar Brady.”’ 
This display remains illuminated until the bottle is re- 
placed. While the bottle is off the display stand no elec- 
trical current flows through the chime coil. The con- 
tacts are made of tried and proved construction which, 
together with the fact that the circuit-breaking points 
are made of pure tungsten, assures long life, perfect op- 
eration, in fact, guaranteed performance for at least a 
vear. The entire mechanism is of heavy pressed steel 
construction, with baked enamel finish, which is im- 
pervious to alcohol and moisture of any kind. 

An experimental model was used for demonstrating 
the novel idea to the Lincoln Inn executives who readily 
recognized the value of being the first to synchronize 
light and sound in a merchandising display. While the 
initial order of several thousand chime displays was be- 
ing manufactured, the model was shown at special meet- 
ings of Silver Dollar salesmen, held in New York, Pitts- 
burgh, Chicago, New Orleans and San Francisco. 

In the words of Silver Dollar Brady, building this new- 
comer from an unknown low-priced Bourbon whiskey to 
one of America’s favorites in so short a time is not luck, 
it's “‘the greatest whiskey advertising you ever seen. 
But as a tavern keeper or a liquor dealer what does all 


this here ad-talk mean to you? Well, I'll tell you, pard- 
ner, it means cash, cash and plenty of it—right smack in 
your cash drawer, where it belongs! Ain’t that plumb 
gratifying? Folks are learning that Silver Dollar is a 
champeen whiskey—agreeable and friendly, but not 
‘sissy’—and with a heart-warmin’ glow that Jets you 
know it’s there.”’ 

Intelligent preliminary analysis, plus building sales 
promotional campaigns on known facts, rather than pet 
hunches or theories, has enabled Silver Dollar to move 
forward on its own profits and power, and points the 
way for manufacturers of other consumer goods to suc- 
cessfully leap over the hurdles and obstructions placed in 
the path of introducing a new or improved product. 

The Silver Dollar chime display was created and pro- 
duced by Stanley and Patterson, in collaboration with J. 
Stirling Getchell, Inc., advertising agency handling the 
Lincoln Inn account. It is the realization of a prediction, 
made two years ago by R. L. Schoenberger, sales man- 
ager of the display division of Stanley and Patterson, that 
motion, light and sound could be synchronized to form 
profitable merchandising displays. 
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1. Miller Rubber Company's Cap-eteria assortment— 


rubber bathing caps in various styles and colors—is pack- 
aged and displayed in a self-merchandising container pro- 
duced by American Lithographing Company 


9. Hydrox Corporation features its new ginger ale by 

means of a pouring display.’’ A\n actual bottle holds the 

display together and holds out the printed front plane tab 

which gives the effect of ginger ale actually pouring from 

the bottle into the glass. Display created and produced 
by The Forbes Lithograph Company 


3. Ohio Carbon Company uses a novel floor display 

stand which serves the dual role of display stand and dis- 

penser for that company's large assortment of motor 

brushes. The stand was designed and produced by Gair 
Cleveland Cartons, Inc. 


4. The new 1937 Horton's ice cream display which is 

definitely “‘in season’ for the summer months was created 

and produced for The Borden Company by the Niagara 
Lithograph Company 
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5. American Bakeries, Inc. are currently using a 24-sheet 
poster on Meiita bread. This poster is the third in a series, 
all of which were designed by Frederic Stanley and litho- 
graphed by the Strobridge Lithographing Company 


6. A striking example of a third dimension display pro- 
duced entirely from cardboard is that which features the 
different members of “The Wilken Family.”’ This dis- 
play is lithographed in characteristic wood, brick and 
stone color and created a sensation in the windows. 
Designed by Kulay Advertising Displays, Inc. 


7. The ‘poster punch” of the Blue-Jay display is excel- 
lent because of the visual story shown by it. Designed 
for Bauer & Black by Zipprodt, Inc. Arrangements have 
been made to install these displays in thousands of win- 
dows throughout the country 


8. Constructed of plywood and finished in natural 
wood stains and lacquer colors, the Paul Revere display 
has been highly acceptable by the better jewelry and de- 
partment stores throughout the country. Special reusable 
velour-lined wooden cases are used for loaning the dis- 
play to dealers throughout the country and with each dis- 
play Reed & Barton supplies a sample set of Pointed An- 
tique silver. Designed by Kay Displays, Inc. 


9. Displays produced for E. |. DuPont de Nemours & 
Company to promote the sale of its No. 7 line of auto-- 
mobile polishes, finishes, etc., have proven most successful. 
The designs are produced in nine colors and varnish. 
The colors used are especially suited to the individual 
products advertised. Lithographed by Kaumagraph Co. 


10. The display for Calvert Old Drum dramatizes the 

qualities of the liquor through the use of impish charac- 

ters pointing to the product. Created and lithographed 
in four colors by Polygraphic Co. of America 


11. Lighted photographs in half round tube compare 
trousers ‘With Talon Fastener’’ and trousers “The Old 
Way.’ Circle insert below illustration is also a photo- 
graph mounted on panel. This display was designed and 


produced by W. L. Stensgaard & Associates, Inc. 
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Dignity — Utility— Quality 
The Perfect Display 


A truly outstanding cabinet designed exclusively 
for the Louis Stern Company of Providence, R. I. 
The natural richness of walnut enhances the beauty 
of perfectly matched bracelets. This is a self- 
selling unit that pays its way. 

For your product, too, CRAFTS can create an 
equally effective, permanently useful display, using 
any material—wood, metal, glass, plastics and 
fabrics. 

Our facilities for designing and manufacturing are 
at your service and we solicit your inquiry. 
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No. 1 Mashapaug St., Providence, R. I. 
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What Speed 


WRITE us your display animation problem. State what motion 
you want and we will tell you which standard SpeedWay ‘‘Flea 
Power’ Motor and which SpeedWay motion Mechanism will give 
it most effectiveness—and still be the most economical for you. 


Speed Way Fea power motors 


A full line of dependable, Back Geared ‘‘Flea Power” 110 v. A.C. 
or D.C. motors. Plug into any light socket. No transformers, 
no radio interference, Cool running—no fire hazard. Cased and 
skeleton models can be set for any speed, including No. 9501 that 
weighs only 10 ounces—mounts on ordinary card. 


SpeedWay turntas.es 


7 types from $5.90 up. Cast Steel with motor and back-gearing. 
Ready to plug in; supports up to 500 Ibs., balanced load. Geared 
to 3 R.P.M. (other speeds optional). Operate for a fraction of a 
cent per day. 


SpeedWay Mig. Co. 







1865 S. 52nd Ave. Cicero, III. 
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LET’S USE PLASTICS FOR DISPLAYS 


(Continued from page 42) yet dominate all surround- 
ing displays and remind shoppers within a twenty-foot 
radius to replenish their ink supply. All details of cap 
and bottle design could be duplicated in the molding, 
and a varnished paper label could be used to complete the 
reproduction. 

Red tooth brushes, they say, outsell all other colors. 
So if we're a tooth brush manufacturer let’s use scarlet 
plastics to mold a high-relief tooth brush on a hollow 
semi-pyramid display. Let's make it a foot or so long, 
so people at the cigar-counter can see it, and let’s mold 
it in very high relief so it looks as if you could pick it 
right off. In the same operation that the incised letter- 
ing is filled with ivory lacquer, the bristles could be 
colored to look lifelike, and a varnished die-cut label or 
a decal could present illustrations and copy and serve to 
outline the scarlet handle against a contrasting color. 
Below are recesses to hold a dozen or more brushes, held 
in place by a chrome-plated spring-steel band which 
might continue in a recess to the back of the stand. 

Another possibility is a replica of a silk thread spool, 
blown up to fifteen or sixteen inches high, and finely 
grooved to catch a myriad of highlights and look as lus- 
trous as the actual thread. If it were molded in semi- 
cylinder form and mounted on a swivel, the space inside 
could have integrally molded shelves to hold a stock of 
spools. A door on the back might be added, to protrude 
above the spool and carry the manufacturer's trademark 
and copy. In a brilliant color, it should be a visual 
thought-stimulator at a dozen paces. 

Simpler in conception and usually in molding is the 
conventional counter display stand, whose function is 
merely to hold a supply of small objects and ingratiate 
itself into front counter area by being as attractive as pos- 
sible. Simpler, they may be, but several molded plastic 
stands have hung up interesting sales increases, one of 
Norwich Pharmacal’s stands—for Pepto-Bismol—in- 
creasing sales 20 per cent, and another Norwich stand— 
holding several dozen aspirin packages—showing a 38 per 
cent sales increase reg. Clark Bros. Teaberry gum ap- 
peared in a shiny black plastic display some time ago, 
and check-ups revealed that wherevey it was used sales 
increased 100 per cent. 

Along similar lines is a new scarlet plastic display, as 
shown in an accompanying illustration, now appearing 
on drug counters carrying an assortment of Ingersoll- 
Waterbury watches. Ivory-wiped-in incised lettering 
gives the name good visibility, and salesmen will en- 
deavor to place the tray near the cash register, urging the 
druggist to drop change in the integrally-molded change- 
tray in the front. Glass covers the watches and dis- 
courages pilferers, but can be quickly lifted by the drug- 
gist with a lever underneath at the rear. The entire 
stand is molded of the same scarlet material, even to the 
notched strips over which the strap watches are buckled, 
resting in molded-in recesses. 

R. G. Brown, general sales manager, The Ingersoll- 


Waterbury Company, con- (Continued on page 92) 
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WOMEN BUY PRODUCTS THEY SEE 


(Continued from page 30) package in particular which 
suffered by handling. It consisted of a conical sleeve, 
with round discs top and bottom, all enclosed in a piece 
of plain transparent cellulose. In its original state it 
was most attractive. However in numerous stores 
visited we found that consumers had insisted on seeing 
the product prior to purchase, and there was no hesita- 
tion on the part of the druggist to remove the wrapping 
and completely destroy the package in making the sale. 
At the time it occurred to us that by making a slight 
alteration in the package construction, it would have 
enabled the druggist to show the product to the pros- 
pective consumer and still reclose it without destroying 
its original beauty and attractiveness. Had this manu- 
facturer gone out into the field and noted the total 
mutilation and destruction of the package he undoubt- 
edly worked hard and spent good money to perfect, he 
would probably have been very much disappointed. 
Yet it simply demonstrates how frequently in package 
planning consideration is not given all the way down 
the line, and yet how important it is. 

Even though buying with one’s hands is perhaps most 
highly developed among the women folks, to a lesser 
degree it is also present among the sterner sex. Witness 
the average man buying haberdashery and note the 
amount of handling the shirts, socks, neckwear and 





Open and closed positions of Pakade showing how readily 
accessible it makes these Bentwood wooden picnic forks 


other accessories have to stand, not to mention the 
stretching given garters and braces to test their elasticity. 
Even among the kiddies the trait asserts itself, for the 
command ‘‘let me see it’’ is rarely satisfied until the 
youngster has the product on which his attention is 
focused in his hands. 

If then the desire to feel objects, as well as see them, 
prior to purchase, is a universal desire, it should be 
given definite consideration in the package planning, by 
making provision for it. There can be no doubt that 
many of the items displayed on open aisle tables, in our 
large department stores, are soiled and otherwise ren- 
dered unsalable by constant handling. Yet to the extent 
that this encourages spontaneous purchase it has been 


found an exceedingly profitable venture. The desirable 
objective would be to provide some form of a package 
which makes products both visible and accessible, with- 
out destroying the package's original attractiveness, and 
without marring the beauty or value of the products. 

When transparent cellulose was first introduced it 
offered a great many advantages in the direction of mak- 
ing things seen, and keeping them clean, but when it 
was used as an overall wrapper it presented the disad- 
vantage of prohibiting detailed examination without 
breaking it open. There can be no question that such 
wrappings have entirely justified their costs, in direct, 
tangible sales and profits, but it has remained for a new 
type of package to make provision for this natural de- 
sire of the consumer to get his hands on the product and 
satisfy himself by feeling it that he is “‘getting his 
money's worth.”’ 

Transparent cellulose sheeting of itself is too pliable 
a material to be capable of being formed into a package 
(other than a bag) which can be opened and reclosed 
without the use of some form of adhesive. Folding box- 
board, on the other hand, offers adequate rigidity, with 
the added advantage that it may be cut to form tongues 
and slots, and thus provide a positive method of closing, 
without the use of adhesive. Working on the theory 
that by combining the individual features of both cellu- 
lose acetate sheeting and folding boxboard it would be 
possible to develop a new type of package, Wilbur 
Comley of the Russell Box Company began experiments 
which led to the perfection of the package now being 
marketed under the trade name “‘Pakade.”’ 

In its mechanical construction it is a piece of folding 
boxboard properly die-cut, scored and folded to form a 
four-sided folder or wrapper type of container. The 
method of closing uses two tongues and two grooves on 
the back of the folder. One tongue hinges into a corre- 
sponding groove or slot, and gives shape to the package, 
while the other tongue slips into another groove and 
completes the locking. The front of the folder presents 
a good sized open w-ndow through which the product is 
readily visible. Completely covering this window and 
extending to the edges of the back panel, where it is 
rigidly aflixed with a special adhesive, is a covering of 
transparent cellulose which may be printed with any 
type of illustrations, text, etc., and in any color combi- 
nation desired, to show off the enclosed product to best 
advantage. In providing this protective covering for 
the product the sheeting is so fixed on the complete 
package that it does not in any way interfere with the 
opening or closing thereof. Furthermore this has the 
added advantage of utilizing a minimum of printed 
transparent cellulose, which is important from an 
economy angle. 

With the mechanical aspects completely perfected, the 
next step was to find products which could profit through 
the use of such a package. It frequently happens, 
strange as it may seem, that considerable resistance is en- 
countered with a new, improved style of package in 
getting the first manufacturer to use it. Perhaps this 
may be attributed to the urge of old habit, or just pre- 
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caution, expressed in terms of letting somebody else 
make the experiments. At any rate samples of the 
Pakade were dispatched to a large number of consumer 
product manufacturers and in surprisingly short time 
two trial orders were placed. 

The first of these was the J. H. Mulholland Company, 
makers of Bentwood wooden forks, spoons, etc., which 
are so useful and convenient for picnic, school luncheons 
and other such events. By nesting these small wooden 
forks into piles of six each, holding them together with a 
rubber band and then dovetailing four rows or piles of 
them, a unit of twenty-four forks formed the basis for a 
package which would retail for ten cents. By adopting 
a color scheme of dark blue and gold for the printed 
transparent cellulose a pleasing contrast was effected for 
the clean and fresh looking forks which showed through 
the window. The design itself portrays a whimsical 
gnome chopping away at a large tree, the chips flying 
into the air in the form of wooden forks and spoons, 
which appear to land in a miniature ‘‘Pakade’’ illus- 
trated at the top of the package. Trade mark identifica- 
tion appears on the end labels, with descriptive copy on 
the side panels, and with all of the printing confined to 
the outer covering. 

Showing the new packaging of these Bentwood 
wooden forks to the large syndicate store buyers created 
immediate interest, and they are now to be found on the 
counters of Woolworth and other 5- and 10-cent stores, 
and are setting new sales volumes. 

A second application of the Pakade was in the packag- 
ing of six cotton towels, retailing for around one dollar, 
and made by the Boort Mills. Standard packing of such 
items had been to wrap them in distinctive blue wrap- 
ping paper, tied with light blue cord, with a label pasted 
on one end of the package for identification purposes. 
The makers of these absorbent towels saw many advan- 
tages in the Pakade, but rather than completely discard- 
ing the old blue wrapper, they decided to experiment 
with the new Pakade, as a display package—one Pakade 
to be placed in each box of twenty-four packages. With- 
out spending any time or effort on a design for this Pak- 
ade they simply utilized their standard colors, of gold 
and a pleasing blue, reproducing their trade mark on the 
front and end panels, with parallel lines as a decorative 








feature for the side panels. Dealers were not slow in 
expressing their endorsement of the Pakade method of 
packaging and encouraged the executives of the Boott 
Mills to adopt it as their standard. With this decision 
they decided to give the matter of the design further con- 
sideration and study, with the result that full advantage 
of the product's visibility was utilized, and descriptive 
copy of interest to the consumer at the time of purchase 
replaced the parallel lines on the side panels. Present 
reports are most encouraging and indicate that the 
Pakade is playing an important part in encouraging con- 
sumers to buy more cotton towels, and in larger units. 

A third manufacturer to see advantage in the Pakade 
was the George Frost Company, manufacturer of the 
world famous line of Boston braces, belts and garters, 
and the ‘Velvet Grip’’ foundation garments for women. 
In the case of the latter these had been individually pack- 
aged but since the Pakade represented such a decided im- 
provement they adopted those shown in an accompany- 
ing illustration. Boston braces had been packaged in a 
folder, made of boxboard, with an open window, which 
exposed the product to view and handling. The new 
Pakade package accomplishes everything the old one 
did, plus making it easier to examine the braces, and 
still keep them clean and protected from dust and dirt 
which might settle on them. The color scheme of the 
printed transparent cellulose used on the new Boston 
Braces Pakade is a bronze gold, cut with black and white, 
which produces a smart appearance and gives excellent 
contrast to the braces visible within. While first reac- 
tion from dealers as to these packages is most enthusias- 
tic, they have not yet been on the market a sufficient 
length of time to give any authoritative figures of what 
they will accomplish in inducing added purchases. 

The Nashua Gummed and Coated Paper Company con- 
trols the distribution of the Pakade for which they design 
and make the printed transparent cellulose the box-making 
operations being performed by the Russell Box Company. 
The Nashua executives report many new and interesting 
applications of the Pakade in additional fields. From the 
several angles of product visibility, protection, accessi- 
bility for examination and real advertising display this 
Pakade fills a long-felt need, and offers a tremendously 
interesting field for development. 

























Four groups of set-up boxes, manufactured 
by the Schmeer Paper Box Company, Inc., 
are being used in current promotions by the 
B. F. Gladding Company, to promote the 
display of the firm’s fishing lines by retailers. 
Pyroxylin papers in silver, gold and bronze, 
respectively, are used for the invincible, 
Whip-Silk and Maple Leaf lines, while the 
sponsor of the entire group is identified by 
lettering of the word “Gladding” which 
is kept the same throughout all three divisions 
of the company’s production. End labeling, 
necessary for identification of the various 
weights and sizes, has been carefully planned 
to form an integral part of the overall designs. 
A fourth line is packed in set-up boxes 
equipped with front and back transparent 
windows and transparent cellulose easels. 
Thus, each box is at the same time, an 
eHective display. The back window, i 
printed to resemble an underwater scene 
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by VEE M. BEAR* 


ONE OF THE PENALTIES that the modern youngster 
pays, living in this ‘‘enlightened age,’ is being denied 
the opportunity of seeing, smelling and tasting the end- 
less array of goodies which our mothers used to so skill- 
fully prepare on Saturday mornings. Who of us has 
grown so old that he does not remember those golden- 
brown loaves of bread, fresh from a piping hot oven, 
which awaited us, hungry little animals that we were, 
after a morning spent at the old swimming hole, or ina 
closely contested baseball game? The eye appeal of those 
loaves of bread was compelling and it was difficult indeed 
to restrain us even long enough to wash the dirt off of 
our grimy hands and faces, so eagerly did we anticipate 
their satisfying goodness. 

Of course, bread of a kind could be bought at the 
grocery store, but it couldn’t compare in looks or taste 
with the genuine “‘home made”’ variety we knew and 
loved so well. Once in a while we had to resort to this 
store bread, which Mr. Smith, our local grocer, kept ina 
big glass case. Since it wasn't individually wrapped, it 
was handled a good many times even before he got it. 


* Advertising manager, Schulze Baking Company. 


STREAMLINED BREAD WRAPPERS 


While he tried to keep things as orderly as possible, he 
couldn't always be sure that his hands were absolutely 
clean, for he had potatoes, and kerosene, and a hundred 
other things to sell as well as bread. But Mother didn't 
run short very often, and at that age we weren't particu- 
larly concerned with sanitation, the extent of our interest 
along that line usually being to pass inspection for clean 
necks, ears and other ‘‘hard to clean’’ parts of our anat- 
omy which our fond parents foolishly insisted must be 
washed regularly. 

Our development, from a rural to an urban people, has 
changed many of our habits and viewpoints. But of even 
greater importance has been the marked improvements 
that have been made both in the making and baking of 
bread. Certainly the average housewife of today would 
find it an utter impossibility to match in quality or price 
a loaf of bread of her own making, as compared to that 
so readily available at her neighborhood store. 

The adoption of waxed wrappers for bread solved the 
problem of keeping it fresh and clean on its travels from 
the bakery to the point of consumption, no matter how 
many people handled it. In fact, it may be safely said 
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that, from a production viewpoint, the large bakers have 
kept step, and have done such an excellent manufacturing 
job that even in the South, where ‘‘hot bread’’ was a 
heritage, baker’s bread is now the universal rule of the 
home, and the housewife who still bakes any form of 
bread is very much the exception. 

Yet it cannot be denied that the ornamentation of the 
majority of bread wrappers was something which left 
much to be desired. The appetizing oven-brown loaves 
of bread were, in far too many cases, wrapped in horribly 
designed wrappers, which shouted aloud in jumbled all- 
over designs done in bright red, yellow and blue ink. 
Hidden away in wrappers ot such bizarre colorings and 
grotesque designs, who was to know that loaves of 
bread touching upon perfection were inside? 

In this industry, as in many another, the materials of 
which modern packages are made have been correctly 
used. But the shortcomings in the package designs have 
been due to their selection by bakers who liked strong 
colors rather than those better suited for the product. 
While these men were well qualified to pass on produc- 
tion methods, it did not follow that they were equally 
skillful in passing judgment on package designs which 
would appeal to the ultimate consumers of their prod- 
uct—the housewives of America. The success which has 
attended bread selling has been due to: (1) the fact that 
the product was good and was a daily necessity; (2) that 
it was far more convenient and economical to buy it than 
attempt to bake it in the home; (3) that the large bakers 
were consistent advertisers; and (4) that they have con- 
tinually used aggressive selling methods. But in the last 
analysis, it is safe to say that the bread sold in spite of 
the package designs, rather than being helped by them! 

It was perhaps natural for these bakers to feel that in 
order to make their particular products stand out in the 
retail stores that they should be done in strong colors, 
such as reds, yellows and blues, which would gain atten- 
tion. The fallacy of the situation was that while the 
first brand of bread that appeared in loud colors did secure 
a lot of attention, when all breads appeared in like rai- 
ment, no one of them stood separate and apart from any 
other one. The solution to this problem was obviously 
found in the fact that since women were the principal 
purchasers of bread, it would be helpful to employ 
women with artistic talent and good common sense to 
assist in the designing and development of bread pack- 
ages rather than trusting entirely to masculine judgment. 

One of the first discoveries these women made was that 
designing bread wrappers presented some definite and 
peculiar difficulties. For, unlike other packages which 
had definite spaces to work with, the only type of design 
which would work on a bread wrapper must be one that 
was continuous, and could be cut off at any point, and 
still present a complete and intelligent package. Inas- 
much as production was geared up to a point where ma- 
chine-wrapping was absolutely essential, they first 
studied the machines available for this purpose. 

There are just two types of bread wrapping machines 
so far as the use of printed waxed paper is concerned (see 
page 56, January 1937 issue of MopeRN PacKkaGING), 
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both requiring wrappers printed in continuous design. 
Neither type machine can be set to allow a certain length 
of paper for each and every loaf, because a slight varia- 
tion in the uniformity of bread must be allowed for, as it 
cannot be corrected. One wrapping machine requires 
paper printed with the design reading horizontally or 
across the roll as a newspaper reads, while the other 
needs paper printed lengthwise of the roll or vertically. 
Continuous printing, with repetition of one design, has 
its limitations but at the same time suggested unused 
possibilities in this field. 

With these restrictions in mind, it is interesting to fol- 
low the development of the new packages of two Chicago 
bakers, who decided that their wrappers should be in 
keeping with the high degree of perfection that their 
baking skill had brought to their bread. The Chicago 
bread market is a large and highly competitive one, with 
good representation of a number of the largest and best 
known baking concerns in the entire country. 

Early in 1935, the H. Piper Company introduced a 
novel wrapper for its Betsy Ross loaf of white bread. 
The wrapper was designed by the W. E. Long Company 
and was printed with a solid red end, extending approxi- 
mately two inches over the left end of the loaf. The 
greater part of the wrapper was snow-white, with the 
brand name, weight, price and firm name imprinted in 
black. The effect of so much white on a bread wrapper 
was unusual, and was made additionally noticeable by 
the brilliancy of one solid red end. The reception given 
this wrapper was most gratifying, creating many ap- 
proving comments, by members of the trade, grocers and 
particularly consumers. Later Piper's Old Settler White 
Bread appeared in a revised wrapper of this same design. 
The solid end was broken up by circles of yellow, with a 
covered wagon and horses outlined in brown, with other 
covered wagons, in proper perspective, fading into the 
horizon on the right hand end of the wrapper. The black 
lettering of the brand name was changed to brown, the 
price spotted in a brown oval, and the words ‘'Sliced 
White Bread’’ printed in red, underneath the “Old 
Settler’’ brand name. 

I was particularly gratified at the success which these 
Piper bread wrappers enjoyed, for even before their intro- 
duction I had been given permission to see what I could 
work out in the way of a design, for our “‘Butter-Nut”’ 
Bread. Of course, it was understood that before any de- 
sign I submitted would be adopted it must bear the en- 
thusiastic approval of every Schulze employee who had 
anything to do with sales, from our president right down 
to our last salesman. Our past experience in making 
changes in the appearance of our bread wrappers was not 
very satisfactory, almost invariably resulting in a loss of 
business, until bread buyers became familiar with 
‘‘Burter-Nut’’ Bread in its new dress. With such a back- 
ground it was not strange that plant managers and sales- 
men alike viewed any change in our bread wrapper with 
skepticism, if not downright, active resentment. 

This skepticism didn’t dampen my enthusiasm for a 
new design, although it made it evident that any sugges- 
tion I brought in would have (Continued on page 56 
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By ETNA M. KELLEY 


THERE is but one avenue of escape for the modern 
mother and father who feel it is unnecessarily handicap- 
ping their children to raise them in the confined areas of 
a city apartment, and that is to move to a suburban sec- 
tion and have the latter join the thousands of other busi- 
ness men who daily commute forty or more miles to and 
from the scenes of their occupations. The commuter’s 
life begins in the morning with concern over making the 
8:19 or 8:33 and comes to a close when he is safely aboard 
the 5:35, §:53 or 6:14, whichever his appointments and 
duties will permit him. 

Such a method of living is not without its complexi- 
ties, for in many cases the breadwinner has to depend 
upon his wife to perform all of the buying and banking 
functions, the suburban institutions opening after he has 
left for the city in the morning and being closed on his 
return in the evening. Sheer necessity has placed on 
women’s shoulders many of the things formerly more or 
less taken for granted as being the man’s duties. At any 
rate it can be safely said that the woman makes the ma- 
jority of actual expenditures in the average American 
family today, with the nominal ‘‘head of the house’’ 
consulted only on major outlays. 

While a national publication has made capital of the 
fact that ‘‘behind every woman stands a shadow,”’ indi- 
cating that the husband wields an unseen but powerful 


International Handkerchief Company cashed in on a popular trade mark and 
developed a special package for its product as a means of appealing to the 
The idea is taking like wildfire 


juvenile market. 





PRODUCT A PART OF THE PACKAGE DESIGN 


influence in the buying decisions which the wife puts 
into action, we suspect that there is an even stronger 
shadow, namely, the unrepressed and oft-expressed de- 
sires of the children in the family. Certain it is that the 
appeal within the vast number of products bearing the 
Mickey Mouse character which have proved so profit- 
able to their sponsors was not intended to impress 
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our adult minds. The capital which the makers of 
Ovaltine made of “‘Lil’ Orphan Annie,”’ and ‘The Sing- 
ing Lady’’ of Kellogg fame, on their respective radio 
programs was further evidence of the astuteness of ap- 
pealing to children, and thus opening the family’s purse 
strings for the purchase of those products. 

Of somewhat like character is The Whatsit, a chil- 
dren’s newspaper, owned by C. D. Morris, and given 
wide distribution in the greater New York area by Shef- 
field Farms milkmen. This publication, with its stories, 
pictures and jokes, is eagerly looked for by the kiddies, 
and woe be it to the fond parent who switches from 
Sheffield Farms to some other milk supplier, once her 
youngsters have learned to read The Whatsit. The hold 
this little newspaper has on its juvenile audience lies in 
the fact that the editor has cleverly encouraged its read- 
ers to make definite contributions to it, and to the extent 
that they see their thoughts put into print it takes on 
new meaning and importance in their lives. 

In one of the contests conducted by The Whatsit its 
readers were asked to submit wall paper and fabric pat- 
terns, and designs for stamps for mythical countries, like 
Pandemonia. Some of the ideas submitted were so 
original and amusing that it was natural they should be 
used as fabric designs for children’s clothes. The copy- 
righted slogan “‘Fashions by Children for Children’’ and 
the Whatsit trade mark were the result, and are now 
being used for children’s dresses, hats, gloves, handbags, 
raincoats, dolls and other products. Almost overnight 
over 2500 stores throughout the United States stocked 
these items which were particularly welcome because the 


plan furnished excellent promotional themes for the 
store's advertising writers and displaymen. Little girls 
became particularly enthusiastic about the ‘’Tic-Tac-Toe, ”’ 


“Hobby Horse,"’ “‘Hat Band"’ and ‘‘Wash Day”’ dresses 
which appealed mightily to their childish imaginations. 
Nominally the average child takes little or no interest 
in the purchase of such prosaic items as handkerchiefs. 
Most children don't even want handkerchiefs as gifts, as 
may be determined by observing the annoyance of any 
little girl, at her birthday party, when she opens beauti- 
fully wrapped packages and finds what she considers 
more than her quota of these necessary but unattractive 
accessories. Excellent as the Whatsit idea is, it might 
have failed, when applied to handkerchiefs, had they not 
been special ones, designed by children, and packaged in 
a manner which would make them very much wanted. 
Taking no chances of allowing the natural sales resist- 
ance of children to mar the success of their promotion, 
and probably acting upon their successful experience with 
Sealpackerchief, the International Handkerchief Com- 
pany worked out a way to make the package sell the 
product. Starting with the Whatsit tag, used for 
dresses, which is designed to resemble an old-fashioned 
slate in miniature, the individual Whatsit handkerchief 
was attached to a larger ‘‘slate,’’ a rectangle of black 
cardboard with a red border. The handkerchief became 
an integral part of an amusing picture, outlined in what 
looks like chalk on the “‘slate."’. And as a protection, for 
both the handkerchief and its frame, from spoilage 
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through fingering by Juvenile customers, it is completely 
encased in a plain cellophane covering. 

Each of the handkerchiefs in the series is folded in a 
sort of shield shape and is used to complete the drawing 
on the package. Thus, ‘Playing Grown-Up,” is an 
attic scene; beside an open trunk stands a little girl ob- 
viously dressed in clothes taken from the trunk. Her 
skirt is the actual Whatsit handkerchief, while the rest 
of the picture is outlined in chalklike white ink. For the 
‘“Hide-and-Go-Seek"’ number, youngsters peer around 
the sides and over the top of the folded handkerchief. 
In the ‘‘Vain Peacock’”’ number, the handkerchief forms 
a skirt for the peacock. In the ‘‘Kite Flying’’ number, 
the handkerchief is the kite. In still another a child 
artist paints on an easel formed by the way the Whatsit 
handkerchief is folded and displayed. 

Putting out these handkerchiefs in packages of six 
different designs is good merchandising and will tend to 
increase the units of each purchase, for undoubtedly 
many little girls will show the real ‘‘shadow’’ they cast 
in the dispensing of the family income by insisting on 
having the entire set. If your product possesses an appeal 
to kiddies an experiment with a new package based on 
directing your sales message directly to them, in a way 
they will readily understand and appreciate, will per- 
haps bring you as quick and satisfactory profits as has 
been the case with the sponsors of these Whatsit hand- 
kershiefs and other products. 


STREAMLINED BREAD WRAPPERS 


(Continued from page 54) to be good to get any seri- 
ous consideration. In tackling the job therefore my first 
approach was to lay down the basic requirements, which 
I found to be: while the bread wrapper must be modern, 
still it must avoid all fantastic design elements; it musc 
reflect the dignity and character of the product packaged; 
it must very definitely appeal to feminine shoppers; to 
gain individuality it must avoid the use of red, yellow 
and blue inks which were so liberally and indiscrimi- 
nately used on other bread wrappers; since great care 
was exercised in the handling and packaging of the 
bread, the wrapper should reflect a highly sanitary and 
pleasing atmosphere which would appeal even to the 
most discriminating consumer; and, finally, in order to 
prove its value as a business-builder, it must make the in- 
dividual loaf look as large as possible, look better than 
competing brands, and be so simple in its appeal, that 
once it was seen it would be pleasantly remembered and 
purchased by those who see it. 

Satisfied in my own mind that these facts were the 
principal ones to consider in the redesign of our Butter- 
Nut Bread wrapper, I took my problem to Paul Ressinger, 
well-known industrial designer. After discussing the de- 
sign problem with him I told him that we were prepar- 
ing a new advertising campaign, and could make the new 
bread wrapper the principal theme in it. We both 
agreed that this was quite an order to be filled. How- 
ever, it was an objective well worth while striving to 


attain, and would readily (Continued on page 99) 
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Obsolescence 


Obsolescence in packaging machinery and methods is one 
of those insidious dangers that creep up on a business, sapping 
profits and hindering efficiency. 

Although your present packaging operations may seem to 
run smoothly and with apparent efficiency, you may not 
realize that there are important savings to be effected through 
improvements made in package machinery in recent years. 

For example, we have developed a large line of moderately 
priced wrapping machines that are widely adjustable—many 
different sized packages can be wrapped in practically any 
type of wrapping material on one machine! With such versatile 
machinery, many manufacturers, who were formerly wrap- 
ping all or part of their production by hand, have made 
important savings. 

And even where operations are all mechanical, inefficiency 
still lurks in the form of obsolete wrapping machines. Our 
new machines run faster . . . they reduce labor cost to a 
minimum. Moreover, in many cases wrapping material costs 
are cut at least 20% with the new Electric Eye registration. 
Machines so equipped can use printed stock in roll form 
instead of cut-to-size sheets—far more economical. 

If vou will send us a sample of your package and a brief 
description of your present methods, we can show you, in 
black and white, how modern machines can save you money. 





Get in touch with our nearest office. 


PACKAGE MACHINERY CO., SPRINGFIELD, MASS. 


NEW YORK CHICAGO CLEVELAND LOS ANGELES 
MEXICO, D.F.: Apartado 2303 Peterborough, England, Baker Perkins, Ltd. 
Melbourne, Australia: Baker Perkins, Pty, Ltd. 
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PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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By means of the X-Ray machine shown an 
inspector is able to detect the presence of 
any foreign substances. By means of a lever 
the belt carrying the packages is stopped 
and the affected package removed. The 
diagram shows the general arrangement. 
Candy bars at left show presence of glass 
and pin as seen through the X-Ray detector 


VISUAL PACKAGE INSPECTION 


THERE is a natural desire on the part of every manu- 
facturer to have his product reach the consumer in a 
condition which will reflect the full quality of that 
product and live up to all of the claims which may be 
made for it. Further than that, the manufacturer will 
wish to employ every possible means to prevent the 
presence of foreign or deleterious substances in his prod- 
uct during either the operations of manufacture or 
packaging. The reasons for both are obvious. If the 
first is not observed, sales are immediately affected; if the 
latter precaution is not taken, the loss incurred may be 
one of reduced sales or that resulting from possible 
litigation based on the presence of foreign substances in 
the product. 

To accomplish such a purpose, there have been adopted 
various methods of inspection, most of which have 
proved successful in eliminating, to some extent at 
least, those harmful conditions. But inspection by 


operatives alone does not fully accomplish what it 
sought. It is therefore advisable, if not necessary, 
to employ other means. 

In operation at the Brooklyn and Chicago plants of 
Williamson Candy Company—manufacturers of Oh 
Henry bars and other confections—is an Adrian X-Ray 
machine which enables visual inspection of every pack- 
age and reveals the presence of any foreign substance in 
product or package. The arrangement of this machine 
is shown in the accompanying diagram. It is installed 
in the packing room, occupying a floor space 46 in. 
square and is 50 in. in height. By means of a fluoro- 
scopic screen, which is light green in color to provide a 
background accentuating the outline of stems, shells, 
metal, glass, wood, stones, rock salt or other foreign 
objects, the operator can see through each carton as it 
goes by and can reject any package which may contain 


impurities. (Continued on page 67) 
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Fig. 1. Packaging layout for Royal Lunch crack- 
ers. Straight production. Fig. 2. Packaging 
Royal Lunch crackers. They are delivered from 
the ovens by the belt conveyor suspended from 
the ceiling and then descend by chutes to the be- 
ginning of the packaging line in the background. 
Empty boxes are on the highest conveyor over 
the packing table; filled boxes just below on 
another conveyor which ends in a chute to the 
table at the right where the boxes are weighed 
and closed and placed on the conveyor to the 
wrapping machinery shown in Fig. 3. Fig. 3. 
Wrapping machine for Royal Lunch and graham 
crackers. The individual boxes are wrapped in 
the machine at the left and bundles of 10 boxes in 
the machine at the right—with conveyor between 
the two 
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THE NATIONAL BISCUIT COMPANY, at its Cam- 
bridge, Mass., plant, turns out on the average something 
like 100,000 packages per shift, which are divided 
among some twenty different lines. However, some of 
the items are naturally produced in much larger quanti- 
ties than others, so that one or two of them are being 
packaged almost continuously and others only, say, 
twice a week and then the required amount can be 
handled in a few hours. It is not possible to build up a 
stock of goods more than two or three days ahead be- 
cause it is a definite policy of this large company to send 
out nothing which is not fresh—at the end of each week 
there must be no stock left to go over into the next 
week. This of course means that the management of the 
plant must be sensitive to the market conditions, that 
the plant must be so equipped and operated that it re- 
sponds at once to variations in demand for every one of 
the items produced. 

The packaging department must keep pace with the 
baking department. Much of the packaging equipment 
must be such, and so installed, that quick changes can be 
made from handling one type of product, and shape of 
container, to another and still take care of the varying 
quantities of each as efficiently as practicable. Conse- 
quently we find that the packaging arrangements in this 
plant have been laid out with a view to providing for 
great versatility and flexibility, reducing manual opera- 


* Manager, National Biscuit Co., Cambridge, Mass. 


Fig. 4. Packaging layout for graham crackers. Fig. 5. Elevator 
brings trays of graham crackers up from the ovens to the packing line. 
As the trays come up to the level of the table they travel horizontally 
along it. Note the variable speed transmission unit on top of the 
elevator for regulating its speed. The belt conveyor in the fore- 
ground can be used for empty boxes if desired. Fig. 6. Graham 
cracker packing line from the opposite end shown in Fig. 5. The 
filled boxes are delivered by two chutes to the table for weighing 
and closing. They are then placed on the wheel truck at the left 
and taken to the wrapping machine shown in Fig. 3 
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VERSATILITY AND FLEXIBILITY IN BISCUIT PACKAGING 


hy CHARLES E. POTTER* as told to FRANCIS A. WESTBROOK 


tions to a minimum where complete automatic handling 
is not feasible. The following discussion will show how 
this has been accomplished with engineering skill. 
Furthermore, in a food producing plant like this, the 
most scrupulous cleanliness is essential, and this has also 
been provided for with extreme care. 

All packaging operations are carried on on one of the 
upper floors and extend over the same floors of three 
buildings. The different products are all delivered direct 
from the baking ovens either in pans by elevators, or in 
bulk by belt conveyors. This of course means that the 
packaging equipment has been located with due refer- 
ence to the baking equipment to make this mechanical 
transportation possible. In every case the goods are 
packed in the same building in which they are baked and 
approximately over the ovens, or in such relation to 
them that the products may be conveniently transported. 
Where elevators are used, the receiving end of the pack- 
aging line is located over the delivery end of the oven so 
that the pans may be taken out of the latter and placed 
directly on the elevator by the bakers with a minimum 
of effort. Where belt conveyors are used, there is natu- 
rally more latitude as they can readily be installed so as to 
deliver to the most convenient point. In general, it may 
be said that the choice of pans and elevators or bulk con- 
veying by belts depends entirely upon the degree of 
fragility of the product. The following descriptions of 
the various packaging lines will make this plain. 
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Fig. 7. 


layout is shown diagrammatically in Fig. 7. 
Biscuit. 
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Flexible arrangement of portable and non-portable equipment for handling various packages. 
aging line arranged for handling 1-lb. boxes of saltines. 
ing the table at the end of the line slightly to the left the boxes are placed directly in this machine for wrapping. 
Fig. 9. 
Automatic box machines in rear at head of line. 
placing them in boxes which are conveyed to the inspection station at the right 


The packaging of both Royal Lunch crackers and 
gtaham crackers is done in the same room in one of the 
buildings and these operations provide examples of de- 
livery by elevator and conveyor. Royal Lunch crackers 
are baked individually and are of such mechanical charac- 
ter that it is practicable to transport them from the ovens 
to the packaging operation on a long belt conveyor, from 
the ovens two floors below. Asa matter of fact this con- 
veyor is made long by zig-zag detours in order to give 
time for the crackers to cool sufficiently before packing. 
It is boxed in, with hinged covers, to protect the crackers 
from dust, and consists of a 12-in. wide untreated canvas 
belt traveling on conventional rollers. The packaging 
layout is shown in Fig. tr. 

At the head of this line there is a machine to form the 
cartons and line them with waxed paper. These are then 
placed on a canvas conveyor which delivers them to an- 
other similar conveyor passing above the packing table 
at a convenient height. This is shown in Fig. 2. The 
crackers are delivered to a reciprocating feeder in which 
they are arranged in grooves by an operator, which dis- 
charges on to a series of narrow, parallel belt conveyors 
traveling along the surface of the packing table. That is, 
the crackers come to the packers set on edge and close 
together so that it is an easy matter to pick up several at 
a time and place them in the cartons. The packers are 
stationed along each side of the table. They take an 
empty carton, with the cover open, from the highest 
conveyor, pick the crackers from the table conveyor, fill 
the cartons and place them on a third conveyor over the 
center of the table but below the empty box conveyor. 
The filled cartons are delivered to a table where they are 
weighed and placed on a conveyor leading to the wrap- 
ping machine which operates at the rate of 60 per minute. 
This delivers directly to the bundling machine which 
makes six wrapped cartons to a bundle at the rate of 10 
bundles per minute, thus synchronizing with the produc- 
tion of the wrapping machine. 

Graham crackers, packed in the same room, are placed 
in cartons of similar dimensions and moved by wheel 
trucks to the above wrapping machine and _ travel 
through the same bundling machine. This is done be- 
cause the production of graham crackers is not large 
enough to warrant a separate set of wrapping units. 

The actual placing of the graham crackers in cartons 
is somewhat different, as already mentioned. These 
crackers come up from the oven on large trays on an 
elevating conveyor which delivers them to a chain 
conveyor on the packing table. They are then taken 
directly from the trays by the packers instead of 
from the series of narrow parallel belt conveyors, as with 
the Royal Lunch. The reason for this difference in han- 
dling is that the graham crackers are baked in strips 


Fig. 8. Pack- 
By mov- 
The 
Packing layout for Uneeda Biscuit. Fig. 10. Packaging Uneeda 
The girls in the center are taking the biscuits from the trays and 


At the left is the wrapping machine for 2-lb. boxes. 
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If it’s a weighty WEIGHING PROBLEM 


you want Pneumatie 


Proof that there is more to this automatic weighing 
question than simply a good weighing mechanism 
is the fact that seldom if ever do two jobs call for 
the same solution. Nature of product, tightness of 
pack, size, shape and construction of package, fac- 
tory layout, operating speed and your own special 
specifications all have to be considered in reaching 


the right answer. 


In all its half century of experience Pneumatic has 
always recognized the importance of these allied fae- 
tors and thatis the reason why Pneumatic is adjudged 


the ablest weighing machine builder of our day. 


An actual example illustrates our claim that no two 
jobs are identical. Two different companies are 
makers of nearly identical products, packaged in 
cartons of about the same dimensions, sold to the 
same markets and differing only in brand name 
and package design. One manufacturer specified 
automatic weighers to operate at 100 per minute 
with commercially acceptable accuracy. The other 
insisted on hair line accuracy and was willing to con- 


cede a speed reduction to 70 packages per minute. 


PNEUMATIC SCALE 


It was immediately apparent to Pneumatie’s engi- 
neers that top speed called for one method of ma- 
terial feeding while hair line accuracy demanded an 
altogether different feeding arrangement. Speed 
required fast feeding of a comparatively large ma- 
terial stream, accurately controlled. Close accuracy 
called for a variable material stream, large for the 
major load and fine drip to produce weights right 
on the dot 95% of the time and within 5/100 of an 


ounce on the rest. 


Pneumatic has built a battery of weighing machines 
for both of these nationally known companies to 
operate with Pneumatic hi-speed carton sealers. 
The knowledge gained in building hundreds of 
weighers for the tough jobs has equipped Pneumatic 
to do the easier jobs with the highest efficiency and 
lowest operating costs, and to give vou exactly what 


you want, 


No matter how simple or how difficult your own 
job may be it will pay to ask Pneumatic about the 
right equipment to give you top performance. Con- 


sultation is free and places you under no obligation. 


"NEUMATIC SCALE CORPORATION, LTD., 71 Newport Ave., Quiney, Mass. (Norfolk Downs Station) 


anch Offices in New York Chicago San Francisco Los Angeles Leeds, England Paris Melbourne Sydney, N.S.W. Wellington Buenos Aires 
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which must be broken apart, and that they are too 
brittle to be handled in bulk on a belt conveyor. Other- 
wise the packing table arrangements are essentially simi- 
lar to that already described. The upper conveyor is for 
the empty boxes which are not lined but are formed by 
hand and stitched by a power driven end stitcher. One 
girl does the forming and a second does the stitching and 
places them on the conveyor. The filled boxes are placed 
on the conveyor in the mid-position which delivers 
them to chutes leading to the table where they are 
weighed and closed. The boxes are then taken to the 
wrapping units previously mentioned. The arrange- 
ments are shown in the diagram of Fig. 4 and the photo- 
graphs, Figs. 5 and 6. The empty cracker trays are auto- 
matically returned by their conveyor to the elevator 
which takes them back to the baking department with- 
out any manual handling whatever. 

This arrangement of having three levels of conveyors 
for the packing lines is general for most of the operations. 
However the set-up for the two which have been dis- 
cussed is kept permanent because the sale of the products 
handled by them is sufficient to keep them busy all the 
time. Practically all of the others here are used for com- 
paratively short runs of different products, and conse- 
quently they are given the desired flexibility by associat- 
ing various items of portable equipment with them as 
circumstances require. 

Thus in an adjacent room there are four triple deck 
conveyor lines for packing boxes. The first is similar to 
that for packing the graham crackers and is used for 
several items of merchandise. For instance, when Sal- 


Fig. 11. Packaging Uneeda Biscuit. In the foreground is the in- 
specting conveyor. Immediately beyond is the portable box clos- 
ing machine, and beyond that the table for diverting the two parallel 
lines of boxes to the two portable wrapping machines. This lay- 
out is shown diagrammatically in Fig. 9. Fig. 12. Rotary hopper 
or distributor. This is mounted below the ceiling with chutes as 
shown. The equipment in the foreground is for packaging Dandy 
oyster crackers. Belt conveyor feeds into hopper at left 


tines are being packaged the boxes are set up and lined by 
hand by two girls. They are packed in the same way as 
the graham crackers. These boxes, together with 
others of similar dimensions, are wrapped by a machine 
in another room, the combined quantities for this size ot 
container being sufficient to warrant the machine. As 
the latter wraps boxes from different packing lines it has 
been placed in a separate room for convenience. 

When Saltines are being packed on this line it ends a: 
the table where the filled boxes are weighed. However, 
where other sizes are involved, two portable box forming 
and lining machines, hand fed, may be moved up to the 
head of the line; and at the other end a portable closing 
unit and portable wrapping machine may be put in place 
so as to form a complete packaging production line, with 
a portable table which has a belt conveyor in the center, 
at the end for inspection and bundling by hand. This 
layout is shown in the diagram Fig. 7. 

Adjacent to the line shown in Fig. 7 is a permanently 
placed wrapping machine and table with a conveyor in 
its center. This wrapping machine is for 2-lb. boxes. 
By shifting the position of the weighing table, and the 
two chutes leading to it, it is possible for the girls to 
place the weighed boxes directly in the wrapping ma- 
chine which has been so located as to make this practi- 
cable. How this is arranged is shown in Fig.7 and in the 
photograph, Fig. 8. In other words, boxes filled from the 
one packaging line can go to either of three wrapping 
machines, and to two of them without any trucking. 

A second triple-decked conveyor packaging line is used 
in about the same way, except that it is not accessible to 
the 2-lb. wrapping machine as is the one previously de- 
scribed. It is known as the Uneeda Biscuit line as it is 
used mostly for the packaging of this big seller. There 
are enough of the portable units so that both lines may 
be operated with a full set, and for packaging Uneeda 
Biscuit to have two portable wrapping machines in the 
line as shown in Fig. 9. It is also shown in the photo- 
graphs, Figs. 10 and 11. 

The third packaging line is fed crackers on trays in the 
same manner as the other two and is arranged for pack- 
ing in large boxes which are set up by hand and stitched 
by a power stitcher. The closing and sealing are also by 
hand, as the sizes vary and the quantity of each size is not 
large enough to warrant wrapping machines. 

The fourth packaging line in this room is much like 
that shown in Fig. 1. The boxes are set up and lined by 
hand-fed machines, as a general thing, although in some 
sizes where the quantity is small it is all hand work. 
The line is fed by a belt conveyor which comes up from 
the baking department and handles a number of the prod- 
ucts suitable for this method of transportation. It dis- 
charges into a rotary overhead hopper which is very in- 
genious and a great saver of labor, and which can be 
turned to feed in four different ways. 

One of the positions is arranged so as to feed to the 
packaging conveyor which is similar to that used for the 
Royal Lunch crackers already described. The filled 
boxes are delivered to the weighing table by the con- 





§ & S Tight-Wrapped at a 
Speed of 50-60 per Minute 


UST as many predicted, this new 
kind of package is gaining wider 
acceptance every day. Consider for a 
moment the advantages it may have 
over one of your present packages. 


It is formed from a good grade 
manila carton, tight-wrapped in a 
Reynolds Metal Wrap on a Stokes & 
Smith semi-automatic or fully auto- 
matic Tight-Wrapper. 


The result is a package giving far 
greater protection to its contents 
than any similarly wrapped package 
ever devised. It has greater resis- 
tance to moisture. It excludes light, 
retards temperature changes. It pre- 
vents sifting and insect infestation. 


As a necessary procedure in switching 
from the old container to the new, 
P. Duff & Sons are beginning distri- 
bution f thenew i ’s Ginger Bread 
Mix ‘‘Foilall’’ package in a selected 
list of cities. Just as rapidly as pro- 
duction and the work of changing 
over can be accomplished additional 
markets will be supplied until there 
is complete circulation. 


P. Duff & Sons, Inc., Pittsburgh manu- 
facturers of a famous Ginger Bread 
Mix, realized all of these points when 
they recently adopted this new pack- 
age. But in addition they say: “This 
handsome new ‘Foilall’ package 
brings a great advance in appear- 
ance over our previous container. 
It also has several appeals to the 
grocer—it has the fine appearance 
he likes in merchandise; it packs 
nicely on the shelves and occupies 
less space.” 


May we send you a sample of this 
package in order that you may see 
for yourself ? 


STOKE MITH © 
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veyor and are then placed on a short section of conveyor 
leading to a wax wrapping machine, which has a con- 
veyor at the end to deliver the wrapped boxes to a port- 
able table with a belt conveyor in the center. The 
bundling is done at this point. 

At another position of the hopper the goods are de- 
livered by chute direct intc portable troughs. This is 
especially for crackers which are to be ground up for 
cracker dust, or for specialties where the quantities are 
small. The third chute from the rotary hopper leads to 
two small hoppers and is used for filling the small sized 
oyster crackers (Dandy oyster crackers) into boxes, and 
the fourth chute discharges into a bin for filling boxes 
direct. As will be seen, this arrangement is for filling 
boxes and packaging where the quantities are compara- 
tively small, but provides for reducing hand work as 
much as practicable under the circumstances. In many 
instances the boxes filled from these stations are placed 
on the adjacent conveyor belt to go to the weighing and 
wrapping machine where the containers are of the proper 
size. This rotary hopper is shown in the photograph, 
Fig. 12, and diagrammatically in Fig. 13. 

In the third of the packaging rooms there are two 
automatic wrapping machines for handling the wrap- 
ping of a variety of products, many of which are in simi- 
lar boxes and are brought in from the large packaging 
room just under discussion. One of the machines is for 
wrapping and heat-sealing printed waxed wrappers. It 
is adjustable for different sizes but is run mostly for one 
size, although for various products. The other wrapping 
machine, also adjustable, has just been installed and is 
for paper wrappers. They are shown in Fig. 14. Both 
machines discharge onto tables, which have belt con- 
veyors in the middle, where the packages are inspected 
and bundled by hand. There are many of these portable 
tables with conveyors in use, as may be surmised from 
the frequent references to them, and they have been 
standardized so as to be interchangeable. They are about 
15 ft. long by 4 ft. wide. The conveyor consists of an un- 
treated canvas belt which slides on the table top. The 
motor to drive it is 1 hp. and is mounted with the speed 
reducing mechanism underneath the top. The drive is 
by V-belt to reducing gears and silent chain with a final 
reduction to the driven end-roller. The operation is 
practically silent, and all moving parts are fully enclosed 
so as to safeguard very effectively against accidents. 

In this packaging room there is also one of the triple 
conveyor lines arranged for pans. This has associated 


Fig. 13. Packaging line with rotary hopper for handling different 
products. Fig. 14. Adjustable machine for wrapping and heat- 
sealing printed waxed paper wraps in foreground. Adjustable 
machine for plain and printed paper wrappers in background. Fig. 
15. Layout for labeling with name strips, sealing and weighing 
bulk cartons or caddies. Fig. 16. Packages placed on conveyor 
belt at right, where name strips are put on and cover laid on top of 
the boxes. (Note drive motor for conveyor under the conveyor.) 
Covers are made fast with gummed tape as they pass the two tape- 
moistening machines. Carton sealer is in middle of the line, to the 
left of it the scales for weighing and at the end the adding machine 
for tallying the total weight 
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with it a box-forming and lining machine, but no wrap- 
ping equipment is used with it. Printed boxes are used 
here for odd sizes and, as they are filled in small quanti- 
ties, they are closed and sealed by hand. The middle 
conveyor of this line, for filled boxes, travels in the oppo- 
site direction to the other two so as to deliver the boxes 
more conveniently for this location. 

Bulk packages or caddies are sealed, labeled and 
weighed, as well as marked with the weight, on a line 
shown diagrammatically in Fig. 15 and in the repro- 
duced photo, Fig. 16. The filled caddies are brought in 
from the adjacent room on wheeled trucks and are placed 
on a belt conveyor where labels, or name strips, are 
applied. The covers are also made fast with gummed 
tape which is applied with the aid of two tape-moisten- 
ing machines. The boxes then pass through the carton 
sealer (Standard Sealing Equipment Corp.) and to ‘an- 
other belt conveyor along which there are three weigh- 
ing stations, and a fourth station where a girl tallies the 
total weight of all the boxes coming through on an add- 
ing machine. As each box is taken off the conveyor 
and weighed, a tab is pasted on it showing its actual 
weight. With this set-up seven girls and two men 
handle 1800 boxes per hour. Fig. 14 shows a view of 
this operation. 

Another point of interest and importance in the man- 
agement of the packaging department is the necessity of 
synchronizing the operations with the baking. The 
foreman of packing receives copies of the baking sched- 
ules twice a week and always knows at least two days 
ahead what is coming through. He then arranges his 
packaging production lines accordingly. For instance, 
Kennedy's Commons may have to be packaged in the 
morning and London Creams in the afternoon. The 
exact time when each will come out of the oven is known 
and the length of time it takes for the product to travel 
from the ovens to the packaging line by belt conveyor or 
elevator, as the case may be. The proper arrangement of 
portable equipment is lined up, beforehand for the par- 
ticular item which is coming through, and the operators 
are at their stations ready to start packing with the first 
arrivals. The speed of the elevators is adjusted to the 
speed of the ovens by means of a variable speed trans- 
mission unit inserted in each motor drive. Of course the 
setting of the latter depends on the baking time required 
for the various products, and this speed also determines 
the number of operators needed for packaging in order 
to keep pace with the production of the oven. 

Keeping all parts of the plant clean is, of course, very 
necessary, and no effort is spared to realize this condi- 
tion. With respect to the packaging operations all of 
the equipment is brushed off and the floors swept at the 
noon hour. In addition to this, cleaners are practically 
continuously going over the floors all day, picking up 
litter as quickly as it appears and not permitting any 
accumulation. Every night the floors are scrubbed and 
the machinery is gone over thoroughly to get rid of dust 
and crumbs. Even at the noon hour the machines and 
conveyors are blown out with a portable electric blower 
before the floors are swept. 


VISUAL PACKAGE INSPECTION 


(Continued from page 59) The goods packed in cartons pass 
from the conveyor belt through the machine and under 
the screen before which stands an operator, her hand on 
a lever ready to reject any package showing any sub- 
stance which should not be in the package. Rejects are 
re-inspected later by removing the hood of the machine 
and placing them under the screen for ‘‘still’’ examination. 

The type of screen used is of foreign make and es- 
pecially constructed for the purpose. The tube is con- 
cealed in a lead opaque box and this box is air-condi- 
tioned above the fluoroscopic screen. A special lead 
glass is mounted to prevent the X-Ray from passing 
through so that the operator is never exposed to any 
X-Ray radiation or stray currents. The packages to be 
inspected travel in a straight line with the eye. The 
package under inspection is at a 45 deg. angle to the 
operator, who stands directly in front of the machine. 
This is the same angle a person takes when reading a 
book or newspaper, and this arrangement makes it pos- 
sible for the operator to inspect without eye strain. 

The machine is quiet in operation, requires but a 
very small amount of current, produces no odor, is 
standard except for the arrangement for receiving candy 
bars from present conveyor systems and is economical 
to operate. Moreover, it is built for any speed, being 
synchronized with production, and takes any type of 
package except very irregular containers which call for 
special design. 

The possibilities of this machine, as applied to prod- 
ucts other than confectionery, are not difficult to imag- 
ine. Its use can be extended to food or other pack- 
aged materials, providing the package is not of a size 
such as would place the material to be inspected too far 
away from the screen. 

By means of such a machine it is possible to reach 
beyond the facilities which are afforded by ordinary 
manual methods of inspection and thus give the manu- 
facturer the assurance that his goods will reach his 
customers in a condition that is thoroughly favorable 
and allow no opportunity for protests which may prove 
detrimental to sales or be the means of causing possible 
legal action against his company. 





BARCLAY PAPER PRODUCTS, 373 Fourth Ave., New 
York, is introducing ‘‘Micacrystal,’’ the newest de- 
velopment in cellophane, the Dupont cellulose film. 
Complete transparency and a crinkled effect give Mica- 
crystal a distinctive sparkling appearance. This new 
material is available in a wide range of colors which adds 
vividness to the design and printed matter of whatever it 
packages or covers and makes it desirable for many 
decorative purposes. Micacrystal is adaptable to ma- 
chine packaging, printing and for home-craft use. It is 
offered for gift wraps, book jackets, window display, 
fancy boxes, and to packagers of perfume, cosmetics, 
candy, liquor and food products, where the attractive- 
ness of the wrapping is of prime importance. 
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CONTROL, while an essential part of all packaging 
operations when performed by machinery, must be 
advanced to an art when the goods handled are of a 
round, cylindrical type. This becomes obvious when 
we look for a suitable means to register the lap joint of 
the wrapping material while successively performing 
the various functions of making the long seam and end 
folds. The natural tendency of the package to roll must 
be counteracted, variations in the diameter of the goods 
are to be allowed for. In addition, because there are no 
square corners to fold over, difficulties often arise in 
registering the sheet around the goods as it is apt to 
slip and wrap diagonally around the same, thereby 
throwing the long seam out of position. 

As an introduction to the subject of round wrapping, 
reference is made to the three types of long fold seams 
shown in Fig. 1. The interlocked method of making 
this seam, as illustrated in the upper view, is made in 
the general manner shown by Fig. 2. The particular 
feature of this lap is found in the fact that without 
recourse to adhesives soft wrapping materials are inter- 
locked by folding the outer lap at A (Fig. 1) over and 
under the inner lap B, thereby insuring that the joint 
will stay hooked together after the laps have been 
flattened down. 

In making the wax sealed joint shown on Fig. 1, it 
must be kept in mind that the wrapping material used is 
waxed paper. The outer edges of the cut-off sheet after 
wrapping around the goods are brought together and 
folded back so that they appear as shown at C. Heat 
under slight pressure is then brought to bear against this 
burt joint, thereby causing the ends to adhere together. 
A sequence of operations during which the wax longi- 
tudinal joint is made is diagrammed in Fig. 5. 

When making the type of lapped joint shown in the 
lower view at Fig. 1 (lap glued over) the trick is to 
apply the glue to the under side of the outer lap D in 
such a manner that it will not get onto any of the folders 
used in wrapping the material around the goods, and to 
avoid an excess of glue which might get on the goods or 
on the outside of the wrapper. Figs. 7 and 8 give an 
idea of how this is accomplished. 

The procedure adopted for making the interlocked type 
of joint shown in the upper view of Fig. 1 involves a 
preliminary drawing of the soft wrapping material into 
a telescoping semi-tubular form, longitudinally as it is 
fed into the machine and then dropping the article to 
be wrapped from a magazine onto the wrapping material. 
Following this the wrapping is completed by drawing 
the wrapper completely around the goods as they pass by 
plate formers. At the completion of the wrap-around, 
the ends of the wrapping material are twisted and flar- 
tened against the package ends, after first cutting the 
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GETTING RESULTS IN PACKAGING ROUND GOODS 










sheet off as it is gripped by the twisters in the machine. 

The upper diagrams in Fig. 2 at A and B illustrate the 
shape of a strip of tin foil as it is drawn or fed length 
wise in the direction of the arrow C. The foil takes its 
shape from the upper and lower guiding plates D and E 
and the cylindrically shaped item wrapped at this time 
is the spool indicated at F. 

By referring to Fig. 3 a preliminary step in the feeding 
of this wrapping material into the tubular curving 
station of the machine is seen. This consists of—in 


) 





Fig. 4. Section of wrapping machine showing typica! type of roll feed 


addition to the tubular forming plate at A—the action 
of a guiding roll B over which the wrapping foil passes 
in its traverse in the direction of the numerous arrows 
directly on the foil C. The foil is unwound from the 
reel D pivoted on a shaft E. After the foil passes over 
a ball-bearing guide roll at F and drag roll at G, there 
is a large feeding roll at H with a tension roll J, co- 
acting therewith, which is driven by means of a sprocket 
and chain indicated at K and L to unwind the foil from 
the roll at D. 

Actuated in conjunction therewith is a foil slackener 
roll M, suspended on rods N that are pivoted at P. 
This slackener roll M is free to pivot around P as a 
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center, and, rather than being normally in the position 
shown, the roll M will be in contact with the foil at X 
thereby keeping a slight tension on the same. As the 
foil is drawn into the machine to make the wrap around 
each cylindrical package, the slackener roll M raises 
with the foil until a pawl (not shown) is tripped. This 
causes the foil-feeding roll at H to roll out another supply 
of foil. It should be noted in this connection that the 
tension roll arrangement is counterbalanced so that only 
a very slight pressure is exerted by the roll on the foil. 

Again referring to Fig. 2, after pulling the foil in a 
semi-telescoping manner longitudinally into the machine 
as shown at the first station and dropping the spool into 
position, the foil and spool are drawn along together in 
the direction of the arrow C while at the same time 
forming plates gradually lead the foil or soft wrapping 
material around the spool until the laps appear as shown 
at the second station where the end G is longer than the 
end H, this view being taken from the right end of the 
spool as positioned above. 

Proceeding to the third station, the end view shows 
the long end at J being folded over the short end K, using 
an overhung plate L in conjunction with the supporting 
plate M, the overlap being formed as the unit is drawn 
along. As the foil continues to travel, the end is 











G-! beveled down into the position N at the fourth station, 
/ the plate P having an angle plate over the top of it atQ 

Si which causes the lap on the foil to conform to the shape 

x of the plate R, the spool wrapped being indicated at F 







in all positions. 

Stations 5, 6 and 7 show how the end of the spool 
looks as the foil and spool are drawn along through the 
forming plates, where S illustrates diagrammatically the 
complete fold over of the outer lap and the closing of the 
same, ready to turn the entire end over as shown at T. 
Wax PAPER WRAPPING The folding is controlled at this time with a guiding 
Or Rouno ARTICLES plate at V and a lead-over plate at W. At the seventh 

station the entire lap is pressed down by means of a spring 
FIGS pressure plate X retained in place by pins in the plate Y, 
using springs Z to apply the necessary pressure. 

In connection with this progressive lap forming, the 
conclusion should not be drawn that the plate sections 
as shown at each station represent several different plates 
set lengthwise of the machine as it is entirely practical to 
make the plates so that they blend into the various 
forms gradually as the spool and wrapping material are 
fed along through the machine. 

The lower views of Fig. 2 represent the concluding 
operations in the wrapping of this package. After com- 
pleting the forming of the longitudinal seam the arm 
represented by the dotted lines A-1 grips the spool F-1 and 
conveys it in the direction of the arrow B-fig. 1 until the 
arm is at C-1 and the package at F-2. While holding the 
package in this position, shear blades D-1 and E-1 cut 
the wrapping material off as the wrapping material is 
forced in toward the center of the spool by suitable 
formers at G-1. Arms of the type illustrated in part at 
A-1 and C-1 in actual practise contact both sides of the 
PLAN ViEW SHowING spool so that the unit wrapped is, in effect, carried along 
An ARRANGEMENT FoR between a pinching mechanism. 
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@ PETERS Sheeting & Stack- 
ing Machine... 
Automatically cuts sheets 
from roll stock material... 
Cellophane, Syl phrap, 
Waxed Paper, Tissue, 
Parchment, Foil, Glassine 
Box Papers. 
Production . . . 2400—57,000 
sheets per hour, requiring 
no operator. “Electric 
Eye”’ furnished if sheeting 
printed material. 








TO INFORM YOU THAT YOUR 
CARTONS CAN BE SET-UP AND 
CLOSED AUTOMATICALLY AT 
HIGH RATES OF SPEED ON 
PETERS MACHINES. 


The JUNIOR Machines, illustrated to the 
right, are those which are used by com- 
panies who use a wide range of different 
size cartons. 


Where production of 55-60 cartons per 
minute is desired, SENIOR Machines 
are available, both for setting-up and clos- 
ing automatically. 


Let us send you full information on ma- 
chines to handle your production require- 
ments most economically and efficiently. 
Write us today. 








@ JUNIOR Forming & Lining 
Machine 
Production. ..35 to 40 car- 
tons per min. 
Operators. . .One 
Adjustable for wide range of 
sizes. 














@ JUNIOR Folding & Closing 
achine 
Production. ..35 to 40 car- 
tons per min. 
Operators. .. None 
Adjustable for wide range of 
sizes. 








PETERS MACHINERY CO. 


4700 Ravenswood Avenue, Chicago, Illinois 
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All that now remains to be done on this spool is 9 
twist the ends of the wrapping material and flatten t \¢ 
same. A suitable indexing type of gripper now gras 
the spool from the front and rear sides and rotates t ie 
package through ninety degrees where revolving twist: :s 
come in and grip the loose end of the wrapping materi: |, 
These are indicated at X-1 and Y-1 in the position at 
which they grip the package F-3. As the twist opera- 
tion is carried on, the twisters traverse towards the 
spool into the positions V-1 and W-1. Following this 
the package is again indexed through another ninety 
degrees where pads come in and strike the package ends 
to flatten the wrapping material. No attempt has been 
made in following out the process of wrapping this spool 
to actually show in detail the machine construction, it 
being deemed sufficient for our purpose to trace the 
method of procedure. 

An interesting and typical type of roll feed is illus- 
trated by Fig. 4 which shows one corner of a wrapping 
machine. The roll of paper is shown at A, it being 
pivoted on the center shaft B while side guides are shown 
atCandD. In addition there is shown at E an adjusting 
screw for aligning the paper sideways. The paper feeds 
off the roll and into the machine along the two lines 
indicated at F and through the rolls of the unit G which 
comprise feeding and tension rolls. 

In making the type of wax sealed joint shown by the 
center view of Fig. 1, using a waxed paper, the sequence 
of operations performed is illustrated in Fig. 5. Here 
it will be seen that the plan selected is to carry the 
package successively to a series of positions in two 
indexing wheels, certain operations being performed at 
each stop of the package. 

Referring to the upper wheel, the package A is picked 
off from the end of a feeding line by means of the plunger 
mechanism B and is carried in the direction of arrow X 
into the machine. In doing this the cut-off sheet of 
paper C is folded partly around the goods and the two 
enter a pair of gripping jaws at D, the jaws being indi- 
cated at E and F. 

A plan view of this feed-in arrangement is shown by 
Fig. 6 where the line of goods which are of a circular 
disk shape are shown at A as they come along a conveyor 
terminating at B. The goods wrapped stop against the 
end angle plate C and the pusher which carries the goods 
into the machine in the direction of the arrow D is indi- 
cated at E. The goods, as previously mentioned, pass 
through the paper line F and into the position G which 
is the first position of the indexing wheel. The second 
position of the package is shown at H while the third 
position is indicated at J as the package would appear in 
the plan view in position relatively as carried forward 
by the successive indexings of the wheel in Fig. 5. In 
each of the foregoing positions the wrapping material is 
shown as overlapping the package a distance equal to 
K at both ends. 

After indexing the wheel and goods radially, as shown 
by the arrow G, Fig. 5, to the top position H, the two 
slides J and K are brought together in the direction of the 
two arrows L until they are (Continued on page $2) 





TALKING ABOUT CASES, BOYS, | UNDERSTAND 
EVERY MAJOR OIL PRODUCER USES STANDARD- 
KNAPP CASE SEALERS... NO FIVE TO FOUR DE.- 
CISIONS ON THAT ISSUE... IT'S A NINE TO NOTH.- 
ING VERDICT IN FAVOR OF STANDARD-KNAPP 








Righto, Mr. Justice...Standard Oil, Veedol Y Texas, Gi) 
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of others, use Standard-Knapp sealing equipment. Truth to 


tell... we're dominant in this, as in so many other, fields. 
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MANUFACTURERS OF CASE SEALING, CASE PACKAGING, AND CAN LABELING MACHINES 


43-27 32nd PL., 208 W. Washington Street 1001! Society for Sav. Bldg. 909 Western Ave. 
LONG ISLAND CITY, N. Y. Oi OV NC1O) CLEVELAND SEATTLE 
420 S. San Pedro St. 189 Second Street Windsor House, Victoria St. 
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Paper Container Equipment 


A fully automatic machine producing quart, pint and 
half-pint Pure Pak paper containers is offered to the dairy 
industry by Ex-Cell-O Aircraft & Tool Corporation, 
1200 Oakman Blvd., Detroit, Mich., for packaging dairy 
products. An outstanding feature of this machine is the 
fact that during its operation no part of the container 
which comes in contact with the contents is touched by 
human hands. 

The only adjustment necessary when sizes are changed 
is in the filling end of the machine. The equipment is 
suitable for packaging liquids and semi-liquids. In dairy 
application where it is used, all products including cot- 
tage cheese and ice cream can be satisfactorily handled. 

The containers are square and made from one piece of 
virgin spruce fibre. They are supplied to the dairies flat, 
fully printed and scored for forming and folding. The 
machine forms and then sterilizes the containers in a hot 
paraffin bath which completely covers them with a coat- 
ing of paraffin inside and out. Following this operation 
the containers immediately enter a cooling chamber 
which chills the paraffin and lowers the temperature of 
the container to the proper degree for filling. There is 
only a one minute elapse from the time the container is 
sterilized until it reaches the point of filling. The ma- 
terial used in the construction of the filling unit is the 
very best available for handling dairy products. Due to 
the simplicity of design the entire unit can be easily dis- 
mantled, making all parts accessible for sterilizing. The 
tops of the filled containers are closed with stationary 
heated folding rails which further insures sterility and 
air-tight closure. The containers are then stapled with 
heated wire and finally sealed with embossed jaws on 
which the days of the week are engraved. 

This single service container effects economies to the 
dairy in the handling and distribution costs of its prod- 
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NEW DEVELOPMENTS IN PACKAGING MACHINERY, METHODS AND SUPPLIES 


Cquipment and Mnaterials 


ucts. The flat container blanks occupy a minimum stor- 
age space as compared to other dairy containers. The 
machine itself occupies much less floor space than the 
present equipment necessary to handle glass containers 
and requires less labor to operate. 

Some of the outstanding advantages claimed for the 
paper container are: weight is only about five per cent 
the weight of other types; it occupies less than one-half 
the space required, and requires less refrigeration; 
finally, the dairy is able to offer its products to the con- 
sumer with assurance that every Pure Pak container is: 

Sterilized—in a bath of scalding paraffin heated to 180 
degrees. 

Sealed—due to the method of closure, every container 
is sealed air-tight in the dairy as soon as it is filled. 

Tamper-proof—because it is necessary to remove the 
wire staple in order to open a Pure Pak. 

Contamination-proof—due to the pouring lip being 
sealed inside the container and never being ex- 
posed until opened. 

Leakproof—the containers are sturdily constructed, 
having great tensile strength and are completely 
lined with liquid-proof paraffin. 

Protection against flavor of products—the paraffin 
coating is odorless, tasteless, inhibitive of light 
rays and permits slow change in temperature. 


Wide Range Net Weight Scales 


For high speed packaging of candies, hardware, foods 
and drugs, etc., the Richardson Scale Company, Clifton, 
N. J., has recently combined three of its standard pack- 
aging scales into a Triplex weigher. The three single 
scales are synchronized electrically with the use of al- 
most no power and become easily adaptable to a number 
of packaging requirements through their combined wide 


Automatic machine for producing square, 

5 paraffined paper containers for packaging 

~ 4 dairy products. It is adjustable for quart, 

: pint and half-pint sizes; during its operation 

no part of the container which comes in con 

é tact with the contents is touched by human 
hands 



























POINT ONE — Proper distribution of ink. Easily regulated at all times on Kidder Presses, whether solid 






or delicate colors. 











POINT TWO — Control over the paper. Perfect register, color upon color, colors upon paper, even at high speeds. 
POINT THREE — Accuracy of the impression. Kidder’s patented form roller setting device allows the operator to 


walk into the press to adjust form rollers to vibrators and plate cylinders at will. 
9 out of 10 bread wraps are Kidder-printed 


KIDDER “3 POINT” PRINTING —“3 Point” Presses: “stack-type” and “‘are-type’’ web presses and _all-size 


adjustables for wrappers, labels, cartons; bronzers; sheet rotaries. Also: Chapman Electric Neutralizer. 


U. P. M.-hIDDER PRESS COMPANY, Qi, Nee Aampshire 


New York, Chicago, Toronto. On 
Pacific Coast: Harry W. Brintnall Co. 
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BIGGER PROFITS 


LOWER WRAPPING 
COSTS WILL DO IT! 
































3| Lost dollars and lost min- 
, utes are gone forever. Is 
your wrapping department 
losing dollars and minutes 
today...right now? It can’t 
happen with the MILLER 

WRAPPING MACHINE 


Speedy 








Instantly 
adjustable 


Has wide 


range 





On rollers, 
portable 


Low-priced 


Wraps with 
Cellophane 
or 
Waxed papers 





Miller Model MP ‘‘Economatic’’ Wrapping Machine 


For BIGGER PROFITS write today. 






’ WRAPPING & SEALING MACHINE CO. 


14 So. Clinton St. 


CHICAGO 
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range of 12 to1. If the single scales are set for weighing 
8'/; lbs. the three can be made to discharge simulta- 
neously, netting 25-lb. discharges. Or if set for 5 lbs. the 


discharges will be 15 lbs. However, through selector 
switches the operator in a few seconds can select two of 
the units to discharge a total of 10 lbs., and the third unit 
may remain idle or deliver 5-lb. weighings or 2-lb. 
weighings of the same or another material to another 
operator. Another selection can be made at the panel 








which allows the units to discharge consecutively giving, 
say, 5-lb. weighings to the speed of 30 per minute or 
faster depending on the material. 

Such flexible selectivity makes the Triplex scale in- 
valuable to the small packager or jobber who is con- 
stantly changing from one type package to another and 
from this material to that. For packaging firms that do 
not need the wide range, a duplex scale is offered for, 
say, 2-lb. to 15-lb. packages and also the single standard 
units which handle up to 8 Ibs. with speeds of from 15 to 
50 packages per minute. For smaller packages the scales 
are made as small as to weigh '/j oz. and for larger 
packages the Richardson Scale Company offers scales to 
weigh any amount automatically up to ten tons or a 
total grand range is available to the customer of 2'/2 
million to one. 

The Triplex combination has in no way impaired the 
accuracy or extreme simplicity of design of the single unit 
Richardson packaging scales. The hoppers can still be 
easily and quickly removed for washing after handling 
candies or food products. The price of the combined 
three scales is only slightly more than three times the 
cost of the single units which extra pays for the panel 
and selection control switches. 

The new Triplex scale came into being as a result of 
demands in the sugar industry for a complete line of 
scales for packages ranging from one pound up to 325 
Ibs. for which the Richardson Scale Company had noth- 
ing to offer for packages below 5 Ibs. The standard 
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POSITIVE PLUNGER TYPE 
FEED AND TIMING DEVICE 





FEED-IN CHAINS AND 
BOTTOM FLAP OPENER 





INNER TOP FLAP CLOSER 
WITH SAFETY RATCHET 





OUTER FLAP SPREADERS 
AND GLUING MECHANISMS 





CLOSING OUTER FLAPS 








SEATTLE 





PACKOMATIC MODEL ‘’D’’ SHIPPING CASE SEALER WITH 18 FT. COMPRESSION UNIT 


MORE THAN 2000 MANUFACTURERS 


HAVE PUT THEIR 0. K. ON 


PACKOMATIC PERFORMANCE 


These machines have stood the test of time and high 
speed production. They are of sturdy construction to 
withstand the punishment of continued use over a long 
period of years. 


Hundreds of leading manufacturers have been sealing 
cases ‘‘The Packomatic Way’’ for many years because 
they have found it to be the economical way. 


Packomatic Case Sealers are furnished fully automatic, 
for both top and bottom gluing and sealing—or for top 
sealing or bottom sealing only. They will apply any 
commercial adhesive, or can be furnished to apply 
silicate smoothly and evenly for the best sealing results. 


WRITE—WIRE 
OR—PHONE FOR 
A PACKOMATIC 





ENGINEER— 
YOU WILL BE 
UNDER NO OBLI- be 
SPRING TENSION CASE GATIONS FLEXIBLE GLUE SKIP AND 
SQUARING DEVICE — HORIZONTAL ADJUSTMENTS 


PACKOMATIG 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


—BRANCH OFFICES— 
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One of our standard rotary multicolor cern bay eas installed at 


T. M. Royal & Co., Philadel 


Printers Recognize Advantages 
of CHAMBON-CHAMPLAIN Machines 


Leading specialty and package printers rec- 
ognize the advantages of these high speed rotary 
printing machines which take a roll of any kind 
of paper and produce high quality multicolor 
printing by letterpress, dry offset or gravure. 
These machines will also sheet-cut, slit and re- 
wind in rolls, or fabricate the printed piece 
complete. 


a, Pa. 


Type and feed cylinders may be changed to 
produce any desired cut-off length. Any number 
of colors may be used and both sides of the web 
may be printed at the same time. Machines will 
print from curved electros, stereos, rubber plates 
or from our cylindrical chrome- -plated engrav- 
ings. We maintain our own art, photographic, 
and engraving departments for producing cylin- 
drical engravings for all types of rotary presses. 


CHAMBON-CHAMPLAIN printing machines 
are compactly designed, requiring relatively 
little floor space. All mechanical motions are 
rotary to avoid vibration and noise. Printing 
quality and production are under complete con- 
trol at all times. 


We invite printing department heads to submit 
samples and production data for study and 
analysis or to visit our new modern plant. 
CHAMBON CORPORATION, Garriexp, N. J. 


CHAMBON-CHAMPLAIN 


ROTARY PRINTING MACHINES 


MADE IN AMERICA AT GARFIELD, N. J. 
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Holm scales as they were called were inadequate for this 
service so the Richardson Scale Company and the Holm 
Scale Company worked jointly in designing the new 
scale which is now offered for sale to not only the sugar 
industry but to all packaging concerns. 


Net Batch-Weighing Machine 


For weighing out net batches of solid materials in fast 
succession with precision accuracy, the Syntron Com- 
pany, 250 N. Lexington Ave., Pittsburgh, Pa., has just 
placed on the market, a new model in its line of net 
batch-weighing machines, built around the weigh con- 
trol of its Vibra-Flow feeder conveyors. 

This equipment consists of a vibrating feeder trough 
supplied with material by a vibrated supply hopper and 

discharging into a circular 

hopper divided into four 
compartments. This circu- 
lar weigh hopper is sus- 
pended from a check weigh- 
ing scale fitted with elecri- 
_ cal controls that first cut 
| down the high speed feed to 

a dribble feed when 80 per 

cent of the batch has been 

fed, and then cut off the 
dribble feed when the exact 
weight is reached in the: 
weigh hopper. The hopper 
is then automatically turned 
one-quarter of a turn so as to 
discharge the filled com- 
partment while the empty 
compartment now in place 
under the Vibra-Flow feeder 
conveyor receives a new 
batch of material. 

The operation is automatic—as fast as the exact batch 
weigh is reached in the weigh hopper compartment, it 
rotates a one-quarter turn and the cycle is repeated. The 
machine illustrated was built to order for a macaroni 
manufacturer for weighing out net weight batches of 
macaroni and noodles ranging from '/4 0z. to 5 |b. 





For Wrapping Flat Items 


A new wrapping machine that is attracting consider- 
able attention is known as Model MPU and manufac- 
tured by the Miller Wrapping and Sealing Machine Com- 
pany, 18 South Clinton St., Chicago, Ill. This unit has 
been successful in the wrapping of troublesome flat 
pieces. In operation the machine carries the two end 
folds down below the bottom edge of the package, then 
tucks and firmly seals them underneath the package. 
This is done with a minimum amount of wrapping ma- 
terial and the machine is especially well suited for wrap- 
ping packages of greeting cards, wiping cloths, coffee 
cakes, cake slices and other flat pieces like those illus- 
trated. It has also proven very successful for wrapping 
round layer cakes. 
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Flat pieces which are extremely shallow, have irregu- 
lar end surfaces or are soft, are not suited for the standard 
end folds like those used on biscuit boxes or other pack- 
ages with vertical even end surfaces. Such flat pieces have 
heretofore presented a serious wrapping problem. Often, 
expensive diamond shaped die-cut wraps are used and 
tediously sealed by hand in an *‘X"’ shape. The new 
Miller saves this troublesome and costly process. 

The Model MPU frequently is said to save a consider- 
able amount of wrapping material over other wrapping 
methods. It is speedy, portable and instantly adjust- 
able. It can also be used, if desired, for wrapping pack- 
ages in the standard manner without extra adjustments 
or changing parts. The machine makes the standard fold 
merely by using smaller sheets of wrapping material 
which do not allow the end folds to pass below the bot- 
tom edge of the package for tucking. 


Experimental Tablet Machine 
A small motor-driven tablet making machine for com- 


pressing pharmaceutical specialties on a small scale and 
for experimental compressing work in industrial labo- 








RICHARDSON 
Presents the NEW 


TRIPLEX 





An automatic packaging scale for net- 
weighing odd lots and short runs at high 
speeds. 
This is but one of the special types. pro- 
a Ko(-Xo Com ono beleb are l-Me) Mi (-10 (ob beled ole (ol dole l-) 4M ohi7 
this thirty-five year old manufacturer. 
Richardson net-weighers have been 


foro (og oh (-roM (oem slo (-m'Lo0el-1h me) Morey elobliloyer-netere 
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at reasonable purchase price and low op: 
=) fod ebee Merel-18 

Place your weighing questions before a 
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sult our nearest representative. 


RICHARDSON SCALE CO. 


Factories at CLirton, New JERSEY 


Representatives at 
New York Chicago Syracuse 
Philadelphia Boston Columbus 
Omaha Minneapolis Wichita 
Atlanta Montreal Los Angeles 


For 35 years makers of all types of auto 
matic industrial scales for liquids and sol 
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tems for glass making, chemicals, etc., and 
a complete line of packers for powders, 
drugs, etc. into small neck containers, pails, 
Lolore t-mobile Mm oleliit-s-1 
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ratories in the chemical, electrical, ceramic, food and 
other industries has just been placed on the market by 
the F. J. Stokes Machine Company. This machine is a 
motorized model of the Stokes Eureka Tablet Machine 
which, in its hand-operated form is widely used all over 
the world. It is rugged and easy to clean and ‘‘change- 
over’ for different size tablets, has an output up to 
100 tablets per minute, in sizes up to '/2 inch (1.27 cm.) 
in diameter. Tablets are accurate in size and shape and 
of uniform density. Adjustments for weight and hard- 
ness of tablets are simple. This model requires a 1/4 
H. P. motor, operates from the lighting circuit and may 
be hand-operated if desired. 


The ‘‘Notangl’’ String Carton 


The Metal Box Company, Ltd., of Great Britain has 
recently developed an interesting string carton. After a 
survey it was found retailers were not pushing string as 
it was difficult to handle, soiled easily and added nothing 
to counter display so that the unwrapped balls were 
brought out no more than possible. 

The new ‘‘Notangl’’ patented carton is now attempting 
to encourage the retailer to sell, and the customer to buy, 
branded string. Boots, the large drug store chain, is 
the first outlet to accept the carton and give it prominent 
display advantages. Already they report increased sales. 
This company fortunately retained the major part of 
Norbert Dutton’s original design. The effective use of 
one color printing, the straightforward and easily read 








lettering and the arrow across the top, all go to make up 
a pleasing and effective package. 

This simple folding carton is just one of those ideas 
everyone wishes he had thought of long ago. Its main 
advantage lies in the fact that the string cannot possibly 
slip back. Three of the top flaps are die-cut in such a way - 
as to allow the string to come through the resulting 
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No. 17-A. Improved 

Automatic Tube Fill- 

ing, Closing and 
Crimping Machine 





All of these improvements—yet no increase in price. Write 
today for a sample tube and full information on this machine. 


ARTHUR COLTON CO. 


2602 JEFFERSON AVE., EAST 
DETROIT 
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MICHIGAN 


, YOUR IMMEDIATE ATTENTION IS CALLED TO THIS NEW 
No. 17 Type A IMPROVED AUTOMATIC TUBE FILLING, CLOSING 
AND CRIMPING MACHINE for SEALING COLLAPSIBLE TUBES. 


The famous COLTON CLOSURE machine has been greatly improved and simplified. 
It now offers you these new advantages: 


Motor is underneath, out of the way. 

Equipped with REEVES drive for speed control. 

New design filling head gives a positive free smooth action of nozzle. 
Start and stop push button switch. 


Two hand levers. One for starting machine proper. One for stopping and start- 
ing filling mechanism. 




















hole, which is formed as the flaps are folded down. 
The loose end is then laid across a marked line, leaving 
a short extension. Then the fourth or top flap is glued 
down, also gluing the string into place. The words 
‘jerk to release and pull as required’’ printed on the 
top with a prominent arrow pointing toward the exit 
corner, tells the most casual customer how the carton 
works. After pulling, the string can move only out- 
ward, the flat space between the exit and the center hole 
halding it securely. 

‘‘Notangl”’ cartons are cubic and come in many sizes. 
The Metal Box Company, Ltd., is encouraging whole- 
salers to retain the same general design as far as possible, 
introducing individual colors and wording. Each in- 
side flap is plainly numbered and simple directions for 
sealing are clearly printed on one of them. The box 
has all the attributes of success from the point of ship- 
ping, store display and household utility. 


Sealing Plates for Wrapped Packages 


Two new heat sealing plates have been placed on the 
market, by the Oliver Machinery Company, Grand 
Rapids, Mich., designed for convenient heat-sealing of 
waxed paper or transparent cellulose packages wrapped 
by hand or by machinery not equipped for heat-sealing. 

One, the Seal-Plate, measures 6 in. by 10 in. and stands 
on rubber cushioned legs with the heating surface at a 
3-in. level. It is equipped with thermostatic control 
which is adjusted to meet room temperature and the ma- 
terial and rate of sealing desired. The plates may be 
mounted in multiple, in row or oblong, to form larger 
heating surfaces. 

The Flush-Plate, measuring 7 in. by 22 in. in standard 
size and available in special sizes on order, accomplishes 
the same services as the Seal-Plate but is so designed as to 
fit flush into the surface of the work table or counter, 
taking up no space when not in use. Both plates are 
heated electrically and include 10-ft. extension cords, 
plugs and heat control. 
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PNEUMATIC’S WORM FEED 
Semi-Automatic Packer 





Installation at Wixon Spice Co., Chicago 





for Fast. 


Accurate Filling 
OF NON-FREE FLOWING MATERIALS 


An ideal semi-automatic filler for spices, cosmet- 
ics, medicinal powders, and other products which 
require forced feeding or tight packing. Worm 
feed funnel telescopes inside of package so ma- 
terial is tightly packed from bottom of container 
to top. Package elevator recedes automatically 
and feeding stops when required load of product 


has been packed. 


Here’s another Pneumatic built Semi-Automatie 
which sets the pace for the operator by tripping 
a predetermined number of times each minute. 


Ask for Bulletin No. 31. 


PNEUMATIC SCALE CORPORATION, LTD. 
92 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 


Pneumatic Seale 
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To Meet The Dernand for 
LACQUERED Ma! PER 







The Waldron Reverse Coater is 
especially designed for the appli- 


: cation of quick drying lacquers or 

oc Li be varnishes. The lacquer is applied 

. Scend ' in a smooth, solid, uniform coat, 

without ribbing or brush marks. 

Particularly adapted for applying 

metallic coatings, bronze, th or 

anal coating on paper or 
fabric. 


Write for complete details 
and engineering data. 





JOHN WALDRON 
CORPORATION 


Main Office and Works: NEW BRUNSWICK, N. J. 
Chicago New York Portland, Ore. 








SCREW-CAPS - CLOSURES 200 per 
minute by the CAMERON METHOD 


Our machines make any type or size of closure 


No. 46 
Thread-Rolling 
Machine 








CAN MACHINERY CO. 


29 O- NORA BoA L AND AVENUE 
SC Mit wae OO, | LL Wweo1 § 
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For Cutting Printed Wrappers from Roll 


Miller Wrapping & Sealing Machine Company, 18 
South Clinton St., Chicago, Ill., has developed a new and 
inexpensive device for the sheeting attachment on paper 
cutter of the Miller wrapping machine which regulates 
the cutting of spot printed cellophane or waxed papers. 
This development does not use the electric eye principle, 
yet it is an accurate means of cutting printed wrappers 
from the roll. It is positive, simple, and trouble-free in 
operation. 

The Miller wrapping machine has long been known for 
its speed, wide adjustment range and instant adjustment 
features. It is popular in the candy, baking, drug, to- 
bacco, stationery, biscuit and many other industries and 
recent developments for wrapping flat pieces by an under- 
lap or ‘‘bottom fold’’ methods has further broadened its 
already wide use. The same machine makes the standard 
end fold type of wrap without extra adjustments. 





Illustrated above is Sharp & Dohme’s new package featuring 
their Bacterial Antigen (respiratory mixed Vacagen-Mulford). 
Twenty tablets are packed in a Kimble glass vial closured with a 
molded screw cap, the whole ensemble being packaged in a 
neat box just large enough to hold the vial. This new Sharp & 
Dohme product was especially created for the prophylactic 
immunization against bacterial infections of the respiratory tract, 
through oral administration 


GETTING RESULTS IN PACKAGING ROUND GOODS 


(Continued from page 72) in the position shown over 
the package H. These slides are held back clear of the 
wheel and goods wrapped while indexing. At this time 
the laps on the sheet of wrapping material will have 
assumed the appearance indicated at M. Two elec- 
trically heated pads N and P now come down from above 
and contact the ends of the sheet in the manner shown, 
thereby melting the wax and causing the two ends of 
the sheet to stick together, a slight pressure being 
applied to the pads in the direction of the arrows L at 
this time. 

The index wheel now carries the package in the direc- 


| tion of arrow G to the position Q where another heating 


pad R presses against the package as indicated at S, 
thereby reheating the wax and sealing the lap back 
against the package. The action of indexing the pack- 
ages wipes over the lap at T when it passes by the heating 


| pad R. After indexing the wheel through another 

















ninety degrees the package has assumed the relative 
position V which is directly over the center of the lower 
wheel where an arm W enters between grooves in the 
clamping jaws and forces the package out of the upper 
wheel and into the lower wheel. Arm W pivots about 
rod Y as a center and is operated by a connecting rod that 
pulls down lever Z. 

At the first station in the upper wheel where the 
package is shown at D, side plates Z-1 at both ends of 
the index wheel make an end tuck, closing the wrapping 
material partly over the ends of the package. When the 
package enters the upper station of the lower index wheel 
at A-1 another pair of tuckers B-1 make a second fold over 
the package ends, this being done in conjunction with 
guide plates C-1 which keep the goods in line as the 
transfer between wheels takes place. 

Index wheel D-1 revolves in the direction E-1, and at 
the second station the package F-1 has a third or over- 
lapping tuck made at both ends of the package by a pair 
of plates G-1. These are attached to the ends of the lever 
H-1 which is first carried into position by the slide J-1 
moving in the direction K-1, following which the lever 
H-1 swings down in the direction L-1 into the position 
shown. When making the tucks the plates G-1 are 
held up while the mechanism is advancing into place. 

While advancing the package by indexing to the next 
station M-1 it passes through two end plates N-1 sup- 
ported on brackets P-1, these plates make the fourth or 
last end tucks on the package. 

At station M-1 heated end pads Q-1 press against and 
seal both ends, following which arm R-1 moves down in 
the direction of the arrow S-1 and carries the package out 
of the index wheel jaws and into the discharge chute T-1. 
Here a plunger V-1 pushes the package to the right in 
this chute, thus making room for the next package as it 
is dropped into place. 

While the foregoing description follows the travel of 
one package through the several stations, in reality 
several packages are operated upon at the same time, 
there being a package at each station and there being 
seven operative stations, with one station at W-1 which 
has no package therein, also a loading and a discharge 
chute. 

When making the type of glued overlapping joint 
shown in the lower view of Fig. 1, automatically on a 
wrapping machine, considerable care must be exercised 
to avoid getting glue on the contact surface of the 
machine as this will cause the sheet to be pulled out of 
proper registration with the package. One method of 
making this lapped joint is shown by Fig. 7, with Fig. 8 
to illustrate how the end tucks are made. 

Referring to Fig. 7, the cylindrically shaped package is 
shown at A in its relative starting position over the 
sheet B. The glue is applied by the use of transfer rolls 
to the sheet atC. At the second operating position and 
while using mechanism directly below the sheet after it 
has passed by the glue wheel, a bottom plunger D sup- 
ports the package and clamps the sheet to it as a top 
plunger E contacts the package and the entire unit goes 
down in the direction of arrow F. The sheet having 














For Packages, Drums, Sacks, Barrels 





Fite Your Cuniincerm lie Witt 


SYNTRON VIBRATORY PACKERS 


Simple Action: An electro-magnet vibrating platform on 
which you place the container; and which shakes down and 
compacts the contents, 


Perfect control: Amplitude of vibration can be varied to 
suit any material by means of a control cabinet which mounts 
on awall, Action is almost instantaneous, and makes room 
for 20% to 30% more material. 


Three Models: (1) Asmall table unit for packages, cartons, 
cans, jars, sacks, etc., with capacity up to 50 lbs.; (2) A floor 
unit for drums and sacks, up to 300 lbs.; (3) A large floor 
unit for barrels and large drums, to 750 lbs, 


Ask for catalog page V-21 


SYNTRON COMPANY 


Homer City, Penna. 


Canadian Distributors: 
Watson Jack & Co., Ltd,, Castle Bldg., Montreal, Quebec 


























IMPROVED SLITTER 


Produces clean cut and uniformly 
wound rolls of Cellophane, 


Sylphrap, Kodapak, Protectoid, etc. 
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CAMERON MACHINE COMPARY 


61 Poplar St. BROOKLYN_ N.Y. 
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Undoubtedly the most novel slitter and rewinder 
developed in many years, is the 


BECK “RAZOR BLADE” SLITTER? 


Unique in its performance it slits and rewinds cellulose 
materials, glassines, etc., with a polished and clean edge, 
and produces rolls that are properly wound. 

Razor Blades cost little—upkeep therefore low. Sim- 
plicity of construction means reduced labor costs thru 
quick adjustments. 





Also BECK AUTOMATIC ROLL SHEET CUTTER 
Send for circular 


CHARLES BECK MACHINE CO. 


13th & Callowhill Streets Philadelphia 














4 HOW DO YOU LIKE 
THIS => 
MACHINERY SECTION? 


This new Machinery Section will appear here- 
after, every month, 

Plans are on the fire for a thoroughgoing treat- 
ment of all phases of machinery—operation, 
purchase, specifications, new developments, ob- 
solescence, etc., etc.—from month to month. 


i ae 


You can help us make these plans key more 
closely into the channels of your own interest 
if you will tell us what you would like to see 
treated on these pages. Write to the Editor. 


MODERN PACKAGING 
425 FOURTH AVENUE 


a> NEW YORK, N. Y. 
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| been resting on the plates G and H, as the package is 
| carried down to the position shown, the sheet is wrapped 


around the package with the ends standing up as at J 
and K. Side arms L and M contact the sides of the 
package at this time and hold the wrapper tightly in 
place. 

The reader should now note the position of the side 
fingers N and P at the second operation where they are 
shown back clear of lines J and K. At the third opera- 
tion the left hand side of the wrapper has been wrapped 
around the package by advancing the finger at the left 
to the position N-1, still supporting the package on the 
plunger D-1, finger P-1 is still held back clear of the 
package and plunger E-1 has been raised. 

We now refer to the fourth operation where the right 
hand finger has been advanced to a position P-2 thereby 
holding the lap over after the final wrap around the 
package. The top plunger E-2 is shown ready to grip 
the package at the lap as finger P-2 recedes. By means 
of the spring arrangement X and the pivotal mounting of 
the fingers, the mechanism is made yieldable to com- 
pensate for slight variations in the size of the packages. 

The view in the lower right hand corner illustrates the 
discharge position of the wrapped package. Here the 
plunger D has carried the wrapped package up to the 
position A-1 while the plunger E-3 is just releasing its 
pressure on the glued lap. The fingers have both gone 
back to the starting positions N-3 and P-3. By feeding | 
a plunger Z in the direction of the arrow W the package 
is discharged to the position Y over the plate H-1 after 
which it is taken hold of by the mechanism shown in 
Fig. 8 for the end tucking and end seal application. 
Needless to say the timing of these various folding laps 
must be very close which means that the cam and lever 
actuating mechanism must be carefully designed and 
adjusted. 

Referring to the end tucking mechanism, in Fig. 8 the 
package is shown at A after it has been transferred from 
the wrap-around mechanism shown in the previous illus- 
tration. Plates B and C have made the first end tucks 
while the center plunger D in combination with the end 
tuck support arms E transfer the package from the A 
position to the A-1 position. In doing this the package 
is passed by the end tucking plates F and G thereby 
making the second end tuck as shown at H. 

The package is now transferred to a third position 
shown in the upper right hand corner of Fig. 8 where end 
folding plates J make a third tuck from the top and plates 
K make a tuck from the bottom at both ends. It will 
be noted that the wrapping material does not cover the 
ends of package completely. Therefore, after trans- 
ferring the same to another station an end seal is attached 
to each package end as diagrammatically indicated in the 
lower right hand view, where the four tucks as num- 
bered in the order of folding and a circular end seal is 
designated as X. While the various processes of circular 
wrapping bring into play a series of wrap-around mecha- 


| nisms entirely different than used in rectangular packag- 


ing good results are obtained provided the job is carefully 
planned. 

















































TO SELL NEW CUSTOMERS! 


Armstrong’s Metal Caps 
give these attractive pack- 
ages the finishing touch 


of salesmanship. 


RMSTRONG’S Metal Caps 
play an important part in 
creating that “favorable first im- 
pression” so essential in moving 
packages from the retailer’s store 
to the consumer’s home. On the 
Allen’s 2-Drop Hand Lotion bottles 
illustrated at the right, Armstrong’s 
Double-Shell Metal Caps harmonize 
perfectly in both design and color 
with other units of the packages. 
These distinctive caps are available 
in both single-shell and double- 
shell types. And, if desired, they 
may be specially lithographed with 
your name or trade-mark to give 
your product instant identity. 
Besides their beauty and sales- 
appeal, these efficient closures pos- 
sess many other practical advan- 
tages. Because their thread con- 
tours are accurately formed, you'll 
find that Armstrong’s Metal Caps 
are always sure-fitting. They seal 
tightly and securely—give your 
products dependable protection. 
And they are easy for the con- 
sumer to remove and _ replace. 
For added sales-appeal, dress up 
your packages with stylish Arm- 
strong’s Metal Caps. Youll find 
complete information about these 
and other Armstrong Closures in 
the new closure catalog, “Better 
Seals for Better Sales.”” Write for 
your copy today. Armstrong Cork 
Products C ompany, Clo- 
sure Division, 916 Arch 
Street, Lancaster, Penna. 
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| 
i 
| 





JUNE 1937 





EDITORIAL OPINION 


PACKAGING PRODUCTION 


In the mind of the average consumer of packaged prod- 
ucts there is little thought of ‘‘what goes on behind the 
scenes’’ in the making or assembly of the package which 
he or she buys. Its selection is made because of appear- 
ance, utility or any one or more of a dozen reasons—none 
of which include a consideration of the procedure which 
has been followed in the production of that package. 
The package may be a ‘“‘tricky’’ one, it may have out- 
standing beauty or other adjuncts that may compel atten- 
tion, the purchaser may marvel at the unusual material 
used in its construction—but seldom is there any con- 
cern or interest in the ‘‘silent partners’’ which make the 
packages possible. Packaging machinery, to the aver- 
age consumer, occupies the same importance as has been 
credited in history to Paul Revere’s horse. 

But to the product manufacturer the selection and 
utilization of packaging equipment are of vital im- 
portance. On its performance depends the efficient out- 
put of his plant, or the lack of it. Unless his package 
production is synchronized with that of product output 
he is paving the way for serious losses from plant opera- 
tions, as well as encroachments on his market by com- 
petitors, due to his failure to deliver consignments or 
packages which are well assembled. 

In a brief historical sketch appearing in our March 
issue, it was pointed out that packaging machinery had 
not only held to the fast pace which has been set by the 
packaging industry generally, but in many cases has ad- 
vanced beyond its requirements and progressed to a point 
of actual leadership. There are today but very few of the 
operations employed in the making and assembly of pack- 
ages which cannot be performed better and more effi- 
ciently by machinery. These few are rapidly decreasing 
and constant improvements are taking place in existing 
equipment. Not only have the needs of the product 
manufacturer been well served in this respect but they 
have, in many instances, been effectively anticipated. 

Packaging materials, as previously intimated, have 
come in for a greater share of the package purchaser's 
attention. But this has been because of color or texture 
or some other property which appeals to the senses and 
creates passing comment. In the development of new 
materials and improvement of existing ones, we have 
likewise seen advances, comparable to those in equip- 
ment, during the past decade. But both equipment and 
materials, as judged by their degree of importance, rate 
higher in the opinion of the production manufacturer 
than in that of the consumer who judges—and often to 
disadvantage—by the surface appearance of a package. 

Since its inception, MopgerNn PackaGinc has given 
recognition to the importance of both equipment and 
materials in the business of packaging merchandise. It 
has constantly sought to point out that purely decorative 
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surfaces cannot alone comprise the essentials of the suc- 
cessful package—that elements of protection, of user's 
convenience and other considerations which are de- 
manded by consumers must be given recognition. Hence 
it has been impossible to logically and sensibly discuss or 
measure packages without appreciating the value and 
place of equipment and materials. 

In establishing the department ‘‘Packaging Produc- 
tion,’’ which makes its initial bow in this issue, there is 
no intention to segregate, so far as the relationship of 
this particular phase of packaging is concerned, opera- 
tion from design or merchandising of the package. While 
each has its definite place in what we may term the 
transition of the package from its inception to the point 
of sale, all are closely interrelated, and a consideration of 
one without the other means a definite handicap. Rather, 
the idea of grouping packaging production—machinery, 
equipment, materials—‘‘under one tent’’ suggests a plan 
of convenience to the readers. By this grouping the 
various articles in one section of the book, an easier 
reference to those subjects which are of interest to the 
production executive is set up. From now on it is our 
intention to include in the new section those articles . 
which relate to package plant operation, as well as the 
utilization of new and old equipment and materials. In 
taking this step we do not, however, anticipate any 
lessened interest on the part of readers. For we arte cer- 
tain that those who follow the book carefully and obtain 
the greatest good therefrom are cognizant of each step in 
the making of a package and fully appreciate the rela- 
tionship which exists between those steps. 

While news and developments—in the realm of pro- 
duction as in the other fields of packaging—will receive 
complete and thorough coverage, the Packaging Pro- 
duction section of Mopern Pacxacine will go beyond 
mere reporting to bring its readers articles and surveys 
on various phases of package production, many of them 
of a type never heretofore attempted. In this endeavor, 
the staff of MoperN Pacxacina’s Institute of Package 
Research has already been assured the active aid and co- 
operation of many of the major firms in both the 
machinery-producing and machinery-using ends of the 
field. Such researches, often beyond the scope of any 
other single factor or group in the packaging industries, 
would seem to be a natural function of this, the indus- 
tries’ publ - cation. Mopern Packacina, in undertaking 
so ambitious a series of projects, does so with a full re- 
alization of its responsibility to all groups within the 
industry and, first of all, its responsibility to its readers, 
the men who package America’s myriad products. 


KEG Rutt 


Like bullets from 
a machine gun, 





BURT BOXES LEAVE THIS MACHINE 


Designed on Burt drawing boards, produced in Burt’s own machine building plant and available 
only in the giant Burt box factory, these wonderful machines produce small boxes so fast the eye 
can hardly follow them. Naturally, their cost is low. Naturally, your largest order can be filled in 
jig time. 

But don’t confuse speed with loss of quality. Careful comparison will disclose that these Burt 
boxes—like all Burt boxes—are the finest the art can produce. For it is on the basis of making a 
better product, faster and at the right cost, that Burt has grown to be the largest boxmaker in the 
entire world, winning new customers while holding old ones. 

We’d like to show you what we can do—with these machines or others—to make your cartons 
and boxes better, to insure you advantageous delivery and a proper price. Ask us for more information. 


F.N. BURT COMPANY, INC. 


moU-.§40 SENECA STREET. BUTEA La. ‘ 
NEW YORK CITY -— 630 Fifth Avenue, Room 1461 
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FOR YOUR 


INFORMATION FILE 





Unless otherwise indicated, copies of catalogs, 
booklets, etc., mentioned in this department 
may be obtained without charge by writing to 
the sponsoring company at the address given. 


“STOCK DESIGN COFFEE AND TEA BAGS,”’ a cata- 
log issued by Benj. C. Betner Company of Devon, Pa., 
lists and illustrates over forty different designs of bags 
available, with or without brand imprints, as stock 
items. All bags shown are of the type now standard in 
coffee packing. 


TWO NEW IDEAS in Tube Filling, ‘“‘Closing and Seal- 
ing’’ is the title of a bulletin recently issued by the F. J. 
Stokes Machine Company, Philadelphia, Pa. This 
folder describes the advantages of the Stokes patented 
method of *‘fat-filling’’ collapsible tubes tosave tube metal 
or increase the sales appeal of the package and the Westite 
process of sealing tubes which makes the closure air- 
tight and leakproof. Numerous diagrams and illustra- 
tions are included. Refer to Bulletin 701 when request- 
ing copies. 


THE LANGUAGE OF LETTERS is the title of a mono- 
graph (No. 1 of a series) issued by Container Corporation 
of America, 111 W. Washington St., Chicago, Ill. This 
booklet contains a reprint of an address made by Egbert 
G. Jacobson, art director of the company, before a group 
interested in the design and printing of shipping con- 
tainers. Stress is laid upon shipping cases because, while 
small package design has recently received special atten- 
tion through its intimate relation to consumer appeal, 
the typography and lettering on shipping containers 
have been sadly neglected. Illustrations of letter types 
are included. 


MOTION IN WINDOW AND COUNTER DISPLAY 
ADVERTISING is the title of a new brochure issued by 
the D. M. Stevenson Engineering Company, 2842 W. 
Grand Blvd., Detroit, Mich. The pamphlet catalogs and 
illustrates the numerous applications of the new Steven- 
son Animotor, a self-starting A.C. or D.C. motor 
coupled with a gear box with shaft extensions develop- 
ing four distinct motions. Thus the device is capable of 
providing fast rotary motion, slow rotary motion, oscil- 
lating or indexing movements to displays, turntables, 
etc. The brochure also lists and describes other motors 
and accessories for motion displays. 
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CANADIAN TRADE INDEX, published annually by 
the Canadian Manufacturers’ Association, Inc., 67 
Yonge St., Toronto, Canada, in its 1937 edition includes 
an alphabetical and classified directory of over nine thous- 
and Canadian manufacturers, an export section giving 
details of government services, export procedure, selling 
costs and financing, and an export produce section con- 
taining a list of Canadian exporters of agricultural prod- 
ucts. The book is of particular value to firms in other 
countries desiring to market their produce in Canada, 
and also to importers abroad who may wish to locate 
Canadian sources of supply for agricultural produce, raw 
materials and manufactured goods. The price of the 
book is $6.00 per copy. 


‘THE STORY OF PLASTIC MOLDING’’—almost in a 
nutshell, one might add—is the title of a 40-page booklet 
issued by Chicago Molded Products Corporation, 2145 
Walnut St., Chicago, Ill. In the foreword, it is stated 
‘Plastic molding is too broad a subject to attempt to 
cover more than very lightly in as modest a brochure as 
this. To cover it completely would require several vol- 
umes, which, because of the rapid growth and expansion 
of the industry would be out of date before they could be 
published. However, a brief description of conventional 
mold-making, of molding methods and the more genet- 
ally used plastic materials will be of some interest.’’ 

And such is the case, for we find such chapters as — 
‘*‘Molds—How They Are Made and Used,”’ ‘“What Price 
Molded Parts,’’ ‘‘Design,’’ ‘‘Metal Inserts,’’ ‘‘Don’ts for 
Designers’’ and ‘“‘Molding Materials’’—all interesting 
treatises on subjects that should be known as relating to 
this new industry. Among the stock items shown there 
are undoubtedly many which can be adapted to your use 
with a consequent saving in mold cost. The tables and 
data included are those more frequently used. 


‘““LACQUER COATING FOR MODERN MERCHAN- 
DISING,”’ just published by Commercial Solvents Cor- 
poration, presents a profusely illustrated treatment of the 
numerous applications of lacquer coating to the packag- 
ing fields. The scores of photographs and dozen-odd in- 
serts serve, once again, to emphasize the fact that this— 
until but recently unknown material—is today serving a 
vast army of packagers in a multitude of ways. Perhaps 
of greatest immediate interest to packagers are the vari- 
ous case histories cited, instances in which various - 
manufacturers’ experiences in the use of lacquer coating 
are traced from their origin, through the production 
steps to a final analysis of the effect on the marketing and 
sales of the package so treated. While the major part of 
the Fortune-sized booklet is devoted to lacquer coating 
as applied to cartons, wraps and labels, separate sections 
have been devoted to pyroxylin coated papers, booklets, 
displays, publications, etc. Particular interest will like- 
wise center around the elucidation of the various meth- 
ods of lacquer application and the advantages of each. 
Copies may be secured, on request to Commercial Sol- 
vents Corp., New York Central Bldg., New York. 











Many a business man thinks his packaging problem is different. And rightly 
so, for it is seldom that two packages are ever quite the same. In one case an 
expensive package may bolster sales, and in another keen competition may 
dictate extreme economy. [ven identical products might need different packag- 


ing papers due to varying plant equipment. 


Thus to best meet the many conditions under which products are packaged 
today, the Riegel Mills offer the widest variety of packaging papers available 
from any one source. There are over 
130 types of paper in the Riegel line 
—a wide selection from which most 
manufacturers can choose exactly the 
right paper for their individual 
needs whether it be protection, at- 
tractiveness, production efficiency or 
economy. Investigate their possible 
value to you. Write for our latest 


packaging portfolio. 





RIEGEL PAPER CORPORATION 


342 MADISON AVENUE ec NEW YORK CITY 
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MATTHIAS PAPER CORPORATION, Philadelphia, 
has been appointed distributor of box papers manufac- 
tured by Sanderson Products, Inc. 


CHICAGO PRINTED STRING COMPANY an- 
nounces the removal of its New York offices and sales 
room to 225 FifthAve., sixth floor; telephone Ashland 


4-9488. 


NATHANIEL BORQUEST, who was for a number of 
years with the Chicago office of Robert Gair Company, 
Inc., has rejoined the Gair sales force and will be sta- 
tioned at the company’s Cleveland plant. 


CHARLES M. FRENCH has been appointed sales 
manager of the GREAT LAKES BOX COMPANY, 
Cleveland, Ohio. During the past three years Mr. 
French was manager of the Cleveland Office of Container 
Corporation of America and prior to that time was in 
charge of sales promotion and advertising for that com- 
pany at Chicago. 


Management of Great Lakes has been in the hands of 
A. §. Andrews, president, since the acquisition of the 
company by the Cleveland Corrugated Box Company in 
1934, since which time considerable improvements and 
expansion of the Great Lakes facilities have taken place. 
A. R. Havighurst is president of the Cleveland Corru- 
gated Box Company. The Great Lakes Box Company is 
also indirectly connected with the Canton Corrugated 
Box Company of Canton and the Niagara Corrugated 
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Box Company of Buffalo, N. Y., which are affiliates of 
Cleveland Corrugated and all of which companies pro- 
duce a full line of corrugated containers and specialties. 


EMERY WRIGHT, JR., for several years connected 
with the sales department of the New Haven Pulp and 
Paper Company, has been appointed Eastern representa- 





EMERY WRIGHT, JR. 


tive of the Eddy Paper Corporation. He will have 
charge of Eastern sales, with offices in the Postum Build- 
ing, 250 Park Ave., New York, N. Y. 


ARTHUR FREEMAN has resigned as vice president of 
Peck Advertising Agency to join Milton Stern in forming 


Under the sponsorship of Shelf Appeal an 
annual exhibition of American packages was 
held from May 10 to May 29 at the offices of 
that publication, Museum Station Buildings, 
133 High Holborn, London, W.C.1.  In- 
cluded in this exhibition were winning 
packages in the 1936 All-America Package 
Competition and the Irwin D. Wolf awards. 
The illustration shows that portion of the 
exhibit devoted to the All-America pack- 
ages. It is planned to show the exhibit in 
larger quarters the latter part of June 





LIGHT ABSORBS GIVES 
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AS A FEATHER LIKE A SPONGE LIKE A SPRING 


REGC.U.S. PAT. OF F. & FOREIGN COUNTAIES 


EPE WADDING 


a 
ROTECTS AMERICA’S 


“BEST SELLERS” 


AGAINST SHIPPING DAMAGE 


® You can be sure your product will reach the dealer’s 
showroom in first class condition when you protect your 
shipment with KIMPAK Crepe Wadding. And first class 
condition means quicker sales and more profits for you. 
That’s why hundreds of the country’s manufacturers of 
“‘best sellers” now use KIMPAK to guard against damage 
and breakage in transit—to insure that factory-fresh 
appearance that makes sales, 

There’s a size and style of KIMPAK to satisfy your 
every need. If your product has a high finish or is fragile 
and easily chipped or broken—‘f it’s large and bulky or 
small or delicate—if it is composed of several pieces 
which must be carefully separated—no matter what 
your special problem—you’ll find that KIMPAK will 
meet any and all requirements. 

Because of its low cost, this modern packing material 
will allow you new shipping room economies, Because 
it’s easy to handle, you’ll find new shipping room effi- 
ciency...no fuss, no muss... KIMPAK is as easy to use 
as a piece of string. It’s clean, flexible, light, snowy- 
white and absorbent...the highest quality in all respects. 

But learn about KIMPAK for yourself. Just mail the 
coupon today for free portfolio of samples and illus- 
trations of actual usage. 


KIMBERLY-CLARK CORPORATION 


Neenah, Wisconsin 


Sales Offices: 8 South Michigan Avenue, Chicago 
122 East 42nd Street, New York City 
510 West Sixth Street, Los Angeles 





FREE! 1937 Portfolio of Kimpak 


KIMBERLY-CLARK COR- 
PORATION, Neenah, Wisconsin. 
RITTER DUALITE Donen : — nearest nr — 
eee 8S. Michigan Ave., Chicago 
AK 122 E. 42nd St., New York City 
a Best Seller protected by KIMP CORES. Far _ 510 W. 6th St., Los Angeles 

MP-6 

Manufacturing Company Gentlemen: Please send us the 1937 PORTFOLIO OF KIMPAK. 


Wadding to protect their 
e the 


The Ritter Dental 
uses KIMPAK Crepe 
Dualite during shipment. Here you se : 
Dualite in box ready for shipment and set up 
ote the compactness and simplicity 


of the packing job. 


BEST-SELLERS MUST Gé Good ano Look Good! 
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a new organization under the name of FREEMAN & 
STERN, INC., with offices at 9 Rockefeller Plaza, New 
York. This new organization will specialize in sales de- 
velopment for chain stores, department store groups, and 
those seeking sales cooperation. 


BROMWELL AULT has been elected president of 
INTERNATIONAL PRINTING INK CORPORATION, 
according to an announcement made May 1 by du Val R. 
Goldthwaite, newly elected chairman of the board of 
Interchemical Corporation and president of IPI since 
1932. This statement comes at the time of the organiza- 
tion of IPI’S parent company, Interchemical Corporation. 
Mr. Goldthwaite explained that the company’s program 
of fundamental research has broadened the firm’s inter- 
ests and made desirable a name more descriptive of its 
varied operations in the chemical field. 

While Interchemical’s activities extend into fields out- 
side the graphic arts, the manufacture and sale of printing 
inks still represents the major portion of the corpora- 
tion’s business. The marketing of IPI’S printing inks 
will be carried on as before under the old name and trade- 
mark. No policy changes involving this subsidiary are 
contemplated. H. A. Smith, R. W. Smith, and U. G. 
Frondorf will continue as vice-presidents of IPI. Other 
officers in the company’s divisional organization will be 
announced soon. 


With the opening of consolidated offices and show- 
room July 5 in the Merchandise Mart, the ARMSTRONG 
CORK COMPANY centralizes its activities in the Chi- 
cago area. Armstrong's new Chicago headquarters, 
located on the thirteenth floor of the Mart, have been de- 
signed by Graham, Anderson, Probst and White, archi- 
tects. Offices will be provided for the floor, building 
materials, industrial and closure divisions of the com- 
pany. The showrooms will include a model retail store 
for hard surface floor coverings, a modern combination 
living-room and bedroom, a kitchen and a bath, and 
displays of the complete Armstrong line. 

The offices, covering an area of 16,000 sq. ft., will be 
in charge of C. E. Graham, for the floor division; H. J. 
Krampe, building materials division; W. M. Fencil, in- 
dustrial division; and C. F. Henry, closure division. 
Previously, the various divisions maintained offices in 
separate buildings. 


In the April issue, designs of packages for the Andes 
candies and DeMets Candy Company, which, respectively, 
won honorable mentions in the Wolf Competition and in 
the All-America Packers Competition, were erroneously 
credited. These packages were designed by CHARLES 
C. S. DEAN, an independent designer. 


DEWEY AND ALMY CHEMICAL COMPANY OF 
CANADA, LTD., has announced plans for the building 
of a new factory at Ville LaSalle, on the outskirts of 
Montreal. Construction has already been begun, and 
officials hope to move into the new quarters by the mid- 
dle of September. Estimated cost of the new plant is 
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set at between $55,000 and $60,000. The factory and 
office will contain 18,000 sq. ft. of floor space, and the 
office is to be air-conditioned. Special attention is being 
given to floor arrangements that will insure easy han- 
dling of materials to speed up shipments, and both ship- 
ping and receiving rooms will be of the convenient 
““drive-in’’ type. 

The manufacturing operations now being carried on at 
the company’s plant in Farnham, Quebec, will be moved 
tc the Ville LaSalle factory, and the factory at Farnham 
will be closed. 


HOLYOKE CARD & PAPER COMPANY, Spring- 
field, Mass., has engaged the full time services of Carl 
von Ehrn to serve as designer and stylist for its box cov- 
ering papers, greeting card papers, photomount papers, 
trademark papers and allied lines. Mr. von Ehrn is 
widely known in the textile industry, and was also con- 
nected with a famous moving picture company as a 


scenic designer. 
‘ 


QUAD-COLOR DISPLAYS, Inc., 811-23 Cherry St., 
Philadelphia, Pa., is now engaged in the production of 
window and counter displays and other items of ‘‘point 
of sale’’ advertising material. The company also main- 
tains a complete photographic department for the pro- 
duction of halftone silk screen work as well as illustra- 


tive and direct color photography. The personnel con- . 


sists of Joseph and James Friel and Fred Burnham, all 
formerly of the Reber-Friel Company; William Perel- 
strus, photographer, and C. L. Speer, sales manager, both 
formerly with the Chromart Company. 


JOHN B. EBERHARDT, general sales manager of the 
Ivers-Lee Company, Newark, N. J., died suddenly on 
May 1. Mr. Eberhardt had had a long sales experience 
and though associated with the pharmaceutical business 
for a comparatively short time, had won many friends, 
who will unquestionably feel his loss keenly. He was a 
resident of Hollis, L. I., and is survived by his wife and 
two daughters. 


EASTERN BOX & CASE COMPANY has moved its 
office and factory to 28 E. 4th St., New York. Telephone 
Algonquin 4-2028. 


LET'S USE PLASTICS FOR DISPLAYS 


(Continued from page so) cerning this display, says: 
‘“We have found this tray to be of unusual assistance to 
our men calling upon the dealer trade. We have not at- 
tempted to set any rigid rules for the distribution of this 
display—merely specifying that in order to obtain one a 
dealer must order at least two Ingersoll pocket watches 
and two Ingersoll wrist watches. Wherever possible our 
salesman delivers the tray personally and trims it with 
watches from the dealer’s stock, thus assuring us that 
the display is in place in a prominent location in the 
store. The tray has been of great assistance in opening 
up many new outlets for our product. During this year 
























EARNING ITS WAY? 
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TRUE ENOUGH, BUT THEY 
BUY OUR PRODUCT. 
AND WE CAN'T LET 
A POOR PACKAGE 
LOSE SALES FOR US. 


ALL RIGHT, ED. IT'LL 
COST US MONEY, BUT 
MLL CHECK WITH OUR DE- 
SIGNER AND BOXMAKER. 
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MAN, OUR LINE IS MOVING RIDGELO CLAY Wrber Products Inc. know, too, that their No-Rub 

NOW. BY THE WAY, ED. COATED BOXBOARD, Shoe White carton profits by a prize winning design, 
WHAT STOCK IS IN THE NEW JACK, AND BELIEVE fine printing by J. & P.B. Myers Inc., and the white- 
BOXES? IT HAS CERTAINLY ME, I'M SPECIFYING ness of Ridgelo Clay Coated Boxboard. Such cartons 
ANSWERED OUR PROBLEM! IT FROM NOW ON. earn their way! 


RIDGELO—''THE BEST KNOWN NAME IN BOXBOARD'"' 
MADE AT RIDGFIELD, N. J. BY LOWE PAPER COMPANY 


Representatives: W. P. Bennett & Son, Toronto « E. C. Collins, Baltimore « A. E. Kellogg, St. Louis .* MacSim Bar 
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we have made a concentrated drive to reopen old ac- 
counts and obtain new ones, and the creating of this dis- 
play and its distribution along the lines described above 
is one of the means that we have taken to accomplish the 
objective we have sought.”’ 


‘“*Sectional’’ Displays for Books 


Bookstores, until quite recently, were hardly the place 
to look for outstanding displays. Both publishers and 
booksellers had felt, for many years, that the bookjacket 
represented just about as much concession towards dis- 


play as their field demanded and that the special kind of 
people who purchase books are of the ‘‘browser’’ type, 
needing no special selling effort beyond the right book, 
which made sufficient appeal itself. 

With earlier exceptions, however, the entire publish- 
ing field has taken a turn towards more dramatic presen- 
tation of their products, particularly with so-called best 
sellers. This has been, in large measure, induced by 
changing methods of book distribution—the increase in 
chain owned stores, in department store book sections 
and in selling through outlets not wholly devoted to 
books. But, even so, by far the largest effort has been 
concentrated on ‘“‘splash’’ promotions of items just 
published and offered for sale. 

The Houghton Mifflin Company has recently, how- 
ever, used a merchandise display unit, of novel design 
and construction, to promote a “‘back list’’ series of 
children’s books, volumes printed and reprinted since 
Granny was a tot. 

The display, originated and constructed by Crafts, Inc., 
consists of a series of demountable lacquer wood and 
Upson board sections, in three colors, with silk-screened 
lettering and a lithographed full-color illustration. 
When erected the unit is 22 in. long, 16 in. high and 5 in. 
deep. Each unit, fitted together in jig-saw manner, by 
the dealer, displays six titles of the 12 title series and is 
adaptable as a permanent counter or window unit. 

To date, the unit is reported to be doing an excellent 
selling job. Its permanence is, without question, greater 
than that of the customary poster-type display formerly 













color, eye-appeal, 
utility and novelty: 


Put all of these business-building advan- 





labels are processed on the container 
samples! 


42 Avenue L, Newark, N. J. 





Another Prize-winning Container 


made of unbreakable 


tages in your packaging, by using Hycoloid—the 
unbreakable, featherweight container; transparent 
or opaque—in any colors... . Hycoloid resilience 
permits dispensing contents by finger-tip pressure; 
write for 


HYGIENIC TUBE & CONTAINER CO. 


e VIALS-TUBES ¢ 
e SPECIALTIES ¢ 
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OMEN grow more beauti- 

ful each generation... 
they know about beauty and 
how to keep beautiful. But they 
are stern buyers. You must 
package your product distinc- 
tively ... attractively ... color- 
fully to catch their eye. If you 
use metal packages... cans to 
you... Heekin offers you a 
complete service for design. Let 
us get the spirit of your packag- 
ing problem and solve it for you. 


THE HEEKIN CAN CO., CIN., O. 


LITHOGRAPHED 
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FIVE 
LITTLE PEPPER 





used; yet its cost is actually less than that of many 
poster or giant-book displays customarily used in the 
field. Particularly noteworthy is the fact that the unit 
can be changed—as far as copy is concerned—without 
replacement of the remaining sections of shelf and base. 
Thus, a color or copy change for the Pepper series or any 
other Houghton Mifflin books, might call for two inex- 
pensive uprights of Upson board for each display in- 
stalled, yet provide the effect of a new display. 












































Messages That ‘‘Follow-Through’’ 


Effective marketing demands that there be a con- 
sistent “‘follow-through’’ between advertising messages 
outside the store and in to clinch sales. It is thus the 
responsibility of the sales executive to so plan his mes- 
sages that they reach: 


1. The most people 
2. Most frequently 
3. Most effectively 
4. At the least cost 


This can be most effectively accomplished, in the 
majority of cases, not by considering one medium all- 
sufficient, but by allocating to each its part in the com- 
plete selling job. Before consumers can be sold any- 
thing they must be informed as to its existence. When 
this has been accomplished they must be persuaded to 
try it, to secure certain definite benefits. And withal, 
they must be constantly reminded, lest they defer buying 
action to the point where the product is completely 
forgotten. 

Certain advertising media outside the store are well 
qualified to perform the first two functions, providing 
that there is a careful ‘‘follow-through’’ at the point- 
of-sale. This may take the form of using similar illus- 
trations and copy themes in the window and counter 
displays as used in more general advertising media. Or, 
as is possible with one medium—the store advertising — 





hen you use EMELOID Transparent Containers 
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4 In every line where visibilit 
piste SAL rigid transparent containers 4 
\ 
WOES res protection and enhanced 


to set your product apart. 


course. 


Send us your package problem—no obligation, of 


is a factor, the use of 
as brought remarkable 
sales increases. Complete visibility, plus perfect 
appearance for your 
product are assured with EMELOID Transparent 
s, Containers. Made in any shape or size, plain or 
pG>: imprinted. They impart a touch of “showmanship” 


EMELOID 
COMPANY 


287-291 Laurel Ave., Arlington, N. J. 


Phone: KEarny 2-1414-5-6-7 
New York City, Phone: REctor 2-8554 
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may be identical with the outside forms, thereby bring- 
ing maximum unity and effectiveness between both. 
Thus the advertising done outside the store carries on its 
informative and persuasive job, so that when con- 
sumers enter their favorite stores and are brought face 
to face with repetitive advertisements the selling job is 
completed. The outside advertising started the urge 
to buy, the same ad at the-point-of-sale made it possible 
to translate that urge into buying action. 

Developing the thoughts referred to in the preceding 
paragraphs to their logical conclusion, the new bro- 
chure “‘Car Advertising’’ builds its story on the follow- 
ing premises: 


1. §6 percent of our population is living in 316s cities, 

3000 of which are reached by car advertising. 

68 per cent of retail sales are made in cities of 25 

or over, in which there ts street car advertising. 

Test surveys, in key cities, show that from 68 to 

97 per cent of all inhabitants ride regularly in 

street cars. 

4. 89°/i» per cent of the entire national earnings 
(1934) went to persons earning less than $5000 
annually. 

5. 8o percent of all car riders are of active buying age 
(20 to 50). 

6. Exact copies of the full-color car cards can be 
printed on thin paper and furnished dealers for 
wall, window and counter display making a most 
effective tie-up in advertising effort. 


t- 


ws) 


Complete with graphs, charts and illustrations, this 
presentation opens up and shows the way for manu- 
facturers of packaged merchandise to get an effective tie- 
up in their advertising both outside and inside the store. 
Copies may be secured from the department of sales pro- 
motion, Street Railways Advertising Company, 745 
Fifth Ave., New York. 





A corner of the Swedish exhibit at the Permanent International 

Packaging Exhibition sponsored by the Container Corporation of 

America, and shown in that company’s offices in the Graybar 

Building, New York. Bright colors and a unique use of ma- 

terials ten the Swedish exhibit. Included in the products 

shown here are coffee, candy, clothing, electrical goods and 
bakery goods 





The majestic liner Queen Mary is the result 
of man’s desire for something 
better . . something faster. 


ARABOL 


GUMS - GLUES - PASTES 


in a corresponding though less 
spectacular way have kept pace 
with the demand for dependable, 
economical adhesives. 





Whether your requirements are 
large or small, simple or complicat- 
ed, Arabol is always glad to offer 
suggestions, and furnish samples 
that are specifically suited for your 
adhesive operations. 


Famous 


Adhesives por 
all Miepeses 





, over 50 years 

a 

ARABOL 

For information regarding special adhesives 
for the Packaging Industry 


ADDRESS DEPARTMENT ™ 


THE ARABOL MFG. CO. 


110 East 42nd Street -« New York 
Philadelphia a 


San Francisco e 


Boston 
Seattle 


Chicago e 


New Orleans e 
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Where Profit is Measured 
in Split Seconds 


low-priced articles must be produced and packaged 
rapidly, in units that have a ready sales appeal. Slip- 
knot rubber soles with their display-card-package flow 
through this Bostitch stitcher as fast as two girls can 
feed them. This operation, which adds greatly to the 
sales appeal, makes but little difference in the produc- 
tion cost. 


Would you like to cut costs... increase sales? 


Finding out costs you nothing. 


Write now for full infermation on Bostitch methods 
of carding, sealing and packaging for economical pro- 
duction, protection, and display. 


BOSTITCH 


56 E. Division St. E. Greenwich, R. I. 
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Utility and Eye-Appeal in Polish Package 


Theoretically, it is an easy matter for a designer to plan 
a package for the utmost in eye-appeal and display value. 
Similarly, a process of logical analysis should, theoreti- 
cally, result ina package having the maximum possible 
utility value. Thus—once again theoretically—the 
achievement of both these desirable qualities should 
likewise be easy and universal. 

Obviously, the fact does not follow the theory here— 
particularly in the field of cleaning and polishing prepara- 
tions where the “‘least-to-be-boasted-of’’ packages have 
made their appearance in recent years. Thus, with 
special reference to the field in which it makes its debut, 
the new package for Noxon is praiseworthy on both 
counts—for eye-appeal and for practical utility value. 





Eye-appeal is gained by the use of the use of a well de- 
signed, pleasantly shaped, slant-walled bottle with a 
printed green label on silver foil. The use of foil in the 
label, manufactured by the Foxon Company, is particu- 
larly appropriate for a product whose principlal function 
is the polishing of metals, and, for this reason, large 
areas of silver are permitted to show through the green 
overprint. Care has been taken to have the color of the 
silver and green metal closure match the tones of the 
front label. 

Utility is gained in a number of ways. First and fore- 
most, the slant-walled bottle provides a degree of stabil- 
ity unusual among polish containers where, strangely 
enough for a product that is distinctly not to be spilled, 
most containers are too tall and too narrow to provide 
any degree of stability. To provide the housewife with 
a firm grip—even when hands are wet—the name of the 
product is embossed on both side walls of the bottle, the 
raised lettering making for ease of handling. To insure 
proper usage, an outsert label-booklet is pasted on the 
rear face of the bottle. Thus the design is not over- 
cluttered with direction, yet the consumer is certain to 
be made aware of all possible uses and to be taught how 
to get the greatest value out of the product. 

Noxon, Inc., reports growing sales ascribing these 
both to the new package and to the use of decalcomania 
and printed window displays. The printed units are die- 
cut cards, reproducing the container in shape and color 
and provided with a cord-lock for hanging to store fix- 
tures or suction cups on window panes. 




















STREAMLINED BREAD WRAPPERS 


(Continued from page 6) establish definite facts for our 
future guidance as to the value of the wrapper design in 
selling bread. 

After considerable study Mr. Ressinger designed a 
superbly simple package, utilizing only two colors on 
white: a shade of orange and a mellow brown, with an 
undertone of red. It was reminiscent of what we had 
seen at the Century of Progress Exposition in Chicago in 
1933 and 1934. It wasstreamlined. It was entirely prac- 
tical for its carried inconspicuously all the information 
required by law in the various states where Schulze Bak- 
ing Company maintains plants. It was like a dream 
come true! While Mr. Ressinger’s design had won the 
unanimous approval of the Schulze personnel, after its 
introduction, in September 1935, it met with an even 
greater public acceptance and approval. Concrete re- 
sults? During the first four months this new wrapper 
was on the market, Butter-Nut bread sales increased over 
sixty per cent! 

In July 1936, we enrichened our Butter-Nut formula 
sufficiently to base a campaign theme on ‘‘!/, by Weight 
Milk and Butter.’’ The legend ‘‘This loaf—!/, Milk and 
Butter by Weight’’ was inserted between the Butter-Nut 
panels and end identification was added. The package 
retains its original appearance and a conservative guess is 
that it can stand five more years of use before any change 
is necessary. It is now being used in eight of the nine 
markets where Schulze has plants, with a change con- 
templated for the ninth market very soon. 

Labels for sweet goods and rolls, and bands for cello- 
phane wrapped breads were redesigned to conform with 
this new Butter-Nut design. As soon as possible all 
varieties of Schulze bread will be wrapped under this same 
design, with different color combinations for each variety, 
as was originally intended. 

At the Bakers’ Convention last fall, Arthur J. Bam- 
ford, vice president of The American Trade Publishing 
Company, publishers of Bakers Weekly, and several of us 
were in friendly conversation when the topic of bread 
wrappers was brought up. He told us his theories on 
waxed bread wrappers and then entertained us by relating 
a true incident that occurred when his now grown son 
was an infant, riding in a perambulator, guided by his 
Austrian nurse. Mr. Bamford met them one afternoon 
as they were returning from a grocery store and upon 
seeing the loaf of bread the baby was holding in the 
buggy, he asked her why she had selected that particular 
loaf of bread. She replied, ‘It had less paint on it and I 
didn’t want the baby to get all covered with paint.”’ 
Maybe a lot of others had the same impression of bread 
wrappers, yet it took a long time to change the bakers. 

The slogan of the American Bakers Association's Con- 
vention in Atlantic City last fall was ‘‘Onward Bakers.”’ 
Watch the bakers! They definitely mean it. 


EGMONT ARENS, industrial designer, addressed The 
Advertising Club of Wilmington, Del., on May 7 on 
“Streamline Art for Streamline Selling.”’ 























































LUSTEROID 


WHEN your problem is one 

of packaging, Lusteroid will 

generally solve it. For Lusteroid has many advantages 
— it's light in weight yet its cylindrical shape makes it 
strong and unbreakable, and its smooth grainless sur- 
face is well adapted to printing. Lusteroid is available 
in transparent or opaque finishes—and in colors. Lus- 


teroid means sales and repeat sales for your product. 


LUSTEROID 


CONTAINER COMPANY, INC. 


Formerly Lusteroid Division of 
THE SILLCOCKS-MILLER COMPANY 
10 PARKER AVENUE, WEST 
SOUTH ORANGE -) NEW JERSEY 
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Throw your 
LACQUER COATING | 
HEADACHES at us 





Because our plant has complete facilities for 
lacquer coating, varnishing, gumming and die-cutting 
. we are able to serve many manufacturers and 
printers more economically than if they attempted to 


We know the headaches 


...and how to avoid them. Our varied equipment 


do the work themselves. 


insures prompt delivery and the most economical 


and speedy machine for each type of job. 


Let us figure on your next job. And let us show 
you what we have accomplished for others in lines 


similar to your own. 


LOWERY AND SCHWARTZ, INC. 


295 Lafayette Street New York City 


CAnal 6-7703 
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CREATING PACKAGE INDIVIDUALITY 


(Continued from page 29) for a packaged product 
of this nature and price having been well done by Necco, 
who had won wide distribution and a rapid rate of turn- 
over for their product, competitors soon turned their at- 
tention to it, determined to switch some of the volume 
to their brands. An examination of some thirty-five 
competing packages on the market revealed that red 
printing on white boxboard had become a generic design 
for a five-cent package of chocolate-covered peppermint 
creams. There could be but one result to a condition of 
this kind—consumer confusion—for since it required 
conscientious discernment to recognize the Necco pack- 
age, there were many, many cases where disappointment 
resulted. The consumer picking up a red on white pack- 
age believed it to be the genuine and original Necco box, 
but later learned that it was not. Clearly the néeds of 
the situation indicated the desirability of an individual 
and a distinctive package design, which might be pro- 
tected against close imitation. 

Out of a large number of package designs submitted, 
one developed by the Gair Creative Design, a division of 
Robert Gair Company, Inc., offered interesting possi- 
bilities, and the decision was made to adopt it for an ex- 
perimental run which could be used for getting specific 
consumer reactions in test territories. While the new de- 
sign retained a predominantly red color motif, on white 
boxboard, a second color, rich chocolate brown, was 
added to secure individual distinction. It is interesting 
to note that by accepting the suggestion of the package 
designer to dispense with the recipe, on the inside cover 
of the old box, placing it on the bottom of the new car- 
ton, or eliminating it entirely, they were able to secure 
the new two-color boxes at the same price they formerly 
paid for their old single-color ones. A later decision 
favoring the use of high gloss varnish on the printed sur- 
faces represented a slight additional cost. 

Placed side by side in retail stores of all kinds, in a 
diversity of test territories, consumers did not hesitate 
to express their approval and preference for the newly 
designed Necco Chocolate Peppermints package, which 
was then adopted for all territories. Sales continued in 
such gratifying volume, that it was natural to use the 
same design on the five-cent Necco Chocolate Checker- 
berry package which, while being a first cousin to the 
chocolate peppermints, had borne no resemblance in its 
old package. While the basic design remained the same, 
the second of the two colors was changed from a bright 
varnished red to a pleasing green for the Checkerberry 
package. Extending the package family scheme one 
step farther the Necco executives introduced an old 
favorite—Chocolate Ice Cream Drops—which hereto- 
fore had been put up only in larger bulk packages, in 
individual packages, retailing for five cents, and utilizing 
the basic design only in a single color—varnished rich 
chocolate brown. The latest addition to the line of five- 
cent paperboard packages carrying out this family basic 
design is their five-cent Chocolate Butter Creams, done in 
two colors, brown and yellow. 
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Two recent additions to the Necco line of packages which extend 
the package family scheme 


In the accompanying illustrations the new and old 
packages for the Chocolate Peppermints and Checker- 
berry are shown, as well as the new Chocolate Ice Cream 
Drops and Chocolate Butter Creams packages. The 
principal elements in this new design are: Display panels 
split in two parts, one appearing in white, the other one 
in solid color, with product identification in white 
letters; price marking which uses a brown circle, with 
the five cents appearing in white; old Necco trade mark 
abandoned in favor of showing the trade name in curved 
lettering above the price identification; net contents 
amplified by the addition of the statement ‘‘9 Pieces’’ 
which means more than the plain weight alone. 

Having witnessed the benefits of this improved design 
the Necco executives then decided upon improving the 
outer containers, which hold twenty-four of the individ- 
ual five-cent packages. Utilizing the same basic design 
and color schemes, they now present a decided improve- 
ment over the old dull, unappetizing chipboard con- 
tainers with their unrelated end labels. All along the 
line of distribution these new outer containers secure re- 
peated impressions for the new Necco packages and 
colors and thus serve as miniature advertising billboards 
in addition to their thoroughly utilitarian function of 
protective containers. And as a final and general means 
of informing consumers of the package change, window 
stickers, display cards and end-cards in street cars, ele- 
vated and subway trains are being used, such as shown in 
the accompanying illustration. In.making these several 
changes and improvements it was sought to get a package 
design which would be so individual and distinctive as 
to offer the New England Confectionery Company defi- 
nite protection against a repetition of the copying which 
occurred on their previous package. 

Perhaps on the basis that one good packaging job en- 
courages another, and the fact that the survey made 
among consumers so clearly demonstrated the growing 
popularity of mint flavored confections, in convenient 
small packages, the Necco executives turned their atten- 
tion to their Canada and Chase Mints and Wintergreen 
lozenges. The volume enjoyed on these products was 
most satisfactory but there was a distinct weakness in 
their distribution which was well worth while correct- 
ing. Packed in five pound boxes, thirty pound pails and 
two hundred and fifty pound barrels, these highly satis- 
fying mints could also be offered in an identifiable five- 
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USE ANILINE 


IN KS 


WITH A REPUTATION 


originators of 
Opaque Aniline Inks 


Opaque Aniline White, Yellow, Orange 


and a full range of colors 


For use on Kraft, white paper, glassine 
and the various grades of transparent 


cellulose stocks 


CRESCENT INK & COLOR 


COMPANY OF PA. 
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200 BOSTON AVE. 


UNION PASTE CO. 
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MEDFORD, MASS 


lacquer coated cartons 


have 
perfected a new type of adhesive that 
ends all troubles with joining lac- 
quer coated carton board or paper 
wraps. If you use these materials, 
you'll want to know about this new 
adhesive. If you haven’t been using 
them because of sealing problems, 
now you can. In either case, write 
today for full information and free 
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GO BACK T0 


PAGE AG 


to find that subscription blank .... the 
only way of insuring that you will get 
Modern Packaging every month. 


Over six thousand packagers find it worth 
many times its $5.00 annual cost. Many 
thrifty subscribers save two dollars .... 
subscribe for two years at $8.00. 


Either way... . the card needs only your 


signature ....no envelope, no postage. 


MODERN PACKAGING 


425 FOURTH AVENUE, NEW YORK, N. Y. 


| cent package. Possessed of good appearance, economical 
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and Group Rates 
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HOTEL 
HOTEL |." 
BEACHFRONT 
On Beautiful North Caro- 
lina Avenue, Atlantic City 
Serving a Tray Breakfast to 
your room any time up to 11 SINGLE 
o’clock without any charge for As Low As | 
breakfast or service. $2.50 and $3 
o 
Every Room Has Private ra = 
Bath and at Least Three or 
$5 and $6 


in price, due to their being uncoated, and unaffected by 
exposure to sunlight, the obvious answer was to adopt 
individual packaging which would capitalize on these 
advantages and build continued and increasing prestige 
for the company. 

The occasion for the two trade names is found in the 
fact that Canada is used exclusively in the New England 
states, whereas Chase is used in the balance of the coun- 
try, both products beingthe same in character. Whilethe 
thought of standardizing on one brand received some 
consideration, it was decided that since these trade 
names had been so long established in their respective 
territories nothing other than certain production econo- 
mies would result, with the possibility of some lost pres- 
tige. The products were individually identified with the 
trade name in the molds used. The unit of sale was 
agreed to be five cents per package, a price which would 
encourage large numbers of consumers to buy, and which 
would enable a package to be developed which would 
not be too large to carry in one’s purse or pocket. The 
unit pack would be twenty-four of the lozenges, arranged 
two across, two deep and six rows. 

In order to take full advantage of the appetite appeal 
in the product it was essential that full visibility be in- 
corporated in the package, which immediately suggested 
the use of printed cellophane, as an overall wrap, with a 
tray made of folding boxboard to hold the mints. A 
most pleasing design was worked out which provided 
complete product identification without marring its visi- 
bility. The next step was the development of a suitable 
display unit for counter use and through the good efforts 
of the Barta Press an open face, die-cut display container 
was developed. Utilizing a solid black background cut 
with bright green, for the Mints, and red for the Winter- 
green, emphasizes the individual packages which so 
pleasingly display the candies. On the back of this dis- 
play container, in a position which is not seen by the 
consumer, but cannot be missed by the dealer in setting 
it up, is this interesting sales message, addressed to: 
“Mr. Retailer: Canada Mint is the original; Superior 
peppermint is the flavor; Necco is the manufacturer; 
Front counter is the location; Profits will result.’" The 
accompanying illustration shows these usually attractive 
packages and display containers which are doing a most 
successful sales job. As supporting factors in securing 
favorable consumer acceptance an advertising campaign 
is running featuring the use of the product as a refreshing 
““‘after’’ cordial, to be used after eating, after smoking 
and after “‘liquid’’ refreshment. 

When the original study was undertaken there was no 
idea of making any such changes as have taken place, but 
judging by the increased sales which have resulted it 
shows that consumers are not slow to express their ap- 
proval of package changes which represent genuine im- 
provements. And no small part of the benefits derived 
has been the increasing appreciation which Necco execu- 
tives hold for modern packaging as one means of stimu- 
lating sales, and the position of leadership which their 
products and packages hold in their industry. 
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Issvory tells us that many great men were 


criticized and even ridiculed before they won acclaim. Such is the 





price of daring to be different. 





There has been much comment on the activities of this com- 





pany because in the field of can manufacturing it, too, has dared to 






be different. Yet it is a fact that Crown Can is in a unique position 






to serve its customers on a particularly favorable basis. And among 






j users of cans there is a growing realization that its purpose and 






policy is one of helpful cooperation. 






Perhaps you would like to know in just what way Crown Serv- 





ice is different. A Crown Can Representative will gladly explain 






without obligating you in any way. 
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GIANT PRESSES REQUIRE ShILLFUL MEN 


technicians, some are highly trained skilled operators, die makers, 


Give these big four color presses paper and ink, a design in 
metal plates, adjust them for the job in hand—and they will 
produce— thousands of cartons per hour, every one an exact 
duplicate of every other. Even tho’ these modern presses are 
marvels in speed and efficiency, they are capable of only one 
motion, repeated over and over without reason or feeling — 

But we have men—men who can think. Every operation in 
our manufacturing process is controlled by instruments and men 
who know how to use them. 

Some of these men are college trained — engineers, chemists, 


pressmen. Most of them have been apprenticed and trained in 
our plant— have practically grown up in this business—learning 
the right way to produce fine cartons. 

Is it no wonder we serve so many of the foremost buyers 
of printed cartons! For we have capacity, not only in giant 
presses and modern equipment but in the men who know how 
to use them. 

We would be glad to discuss your carton and packaging 
problems at any time. 


MIGHIGAN GARTON COMPANY 


BATTLE CREEK, 


MICHIGAN 














J Mold, fermentation, loss of flavor and color are unheard of in jellies and preserves protected by 
Vapor-Vacuum* Sealing with WHITECAP Closures. All the elusive, delicate flavor of the fruits 


and berries is hermetically sealed in, yet the package is easier to open and easier to re-seal. 
Brand preference for products Vapor-Vacuum Sealed with WHITECAPS grows steadily because 
housewives appreciate the uniformity of quality and the convenience they insure. Also consider 
the added distinction WHITECAPS will lend to the individuality of your package. White Cap 


Company Engineers are at your service always. sii taki iui 


>VAPOR-VACUUM SEALING 


» WHITE oe ae COMPAN Y 


EASILY | 
UNCAPPED, «NEW YORK CITY + CHICAGO - SAN FRANCISCO - LONDON, ENGLAND 
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